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Write for Free Photo Brochure. 


thitks. INCORPORATED 


CHICAGO 47, ILL. 


2516 W. ARMITAGE AVE. 
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Sculptured designs of classic beauty, deep formed in easy to use white plastic. 
Simple to tone or paint any color desired, wash back to white for further use. 
Excellent with fashions or home furnishings, for windows or interior decor, for 
remodeling or new construction. Real beauty for permanent or temporary use. - 
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ABOVE. NO. 4073 DRAPED FREIZE. Size: 27” high, 68” long, 2” deep. End drapes nest for contin- 
vous treatment of larger area... .. 1... eee eee Each $19.50...Per Dozen $195.00 
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NO. 3072 — VALANCE CORNICE. Size: 23” high, 42” wide, 1” deep. Realistically reproduces actual 
fringed fabric curtain. Match end to end for continuing treatment. 
Each $3.85...Per Dozen $42.00 
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No. 1572 
No. 1570 


No. 1569 
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Use with Fashion or Home Furnish- 
ings. Sold complete or in sections as 
illustrated. Hundreds of uses. Will 
last for years. 


No. 1569 TASSEL, BOW AND 
CORD. 67'2" h. x BY" wi. x 1A" d. 

op ac ube othe Eke eles 006 Ea. $3.15 
No. 1570 TASSEL ONLY. Size: 6'2” 
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h.x 4%" w.x 1a" d....Ea. $ .90 ‘ ee - 

_ =," —, ONLY. ee ee i NO. 3037 FLORAL DESIGN PANEL. Size: 16” 
h. x D/A" w. x 1" do... Ea $ 90 iS wide, 78” high, 1'/2” deep. Decorative panel with 
No. 1572 CORD ONLY. Size: 55 flat center section for copy if desired. Beautiful in 
mate win t Gis. ou Ea. $1.80 


design, workmanship and effect, unlimited uses... 
knows no season. Excellent as screens or as perma- 
nent wall decor. Each $15.75. Per Dozen $157.50 


STENSGAARD AND ASSOCIATES, INC. “S‘cvst"se* 
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Maximum Visibility at New Robinson's By Claire Brown 
By Richard Day 
By A. Van Hollander 
By Dick Jachim 
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Display of the Month 
Ideas by Heilbron 
Coming Up 


The Display Parade 


By Robert M. Heilbron 
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PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI |, 


THE COVER 


“A shimmering, verdant arbor filled 
with the feeling of spring” is the way 
the current show, entitled “Sweet and 
Lovely,’ strikes us upon entering the 
D. G. Williams showroom in New York 
City .. . Here pictured is the romantic 
setting of Mary Brosnan mannequins set 
in a lush background of flocked wall- 
paper and seen through panel French 
doors — each pane exquisitely etched 
with cupids, fountains, scrolls, ferns, 
etc., in the fine old Renaissance style. 


* 
OUR NEXT ISSUE 


In the April spotlight will be articles 
concerning display in the new Hecht 
Company store at the Prince George's 
Plaza shopping center near Washing- 
ton, D. C., and George W. Browne's 
operation for Public Service E & G Co., 
Newark, N. J... . in the April issue .. . 
in the mails March 20. 


& 
EXECUTIVE STAFF 

H. C. Menefee, President 
Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 
R. James Shriver, Advertising Manager 
Donald L. Kern, Circulation Manager 
John Mendell, Production Manager 

& 

Eastern Office 


Homer Guck, 175 Fifth Ave., New York 
City 10. Phone GRamercy 3-3737. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone STanley 7-7556. 


» 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


a 
Member 


National 
Association of 
Display Industries 


Audit Associated 
Bureau of Business 
Circulation Publications, Inc. 

e 
Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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A VELVETY NEW FINISH FOR YOUR CREATIVE DISPLAYS, 


FIXTURES AND WINDOW BACKGROUNDS 


SARGENT DISPLAY FINISH indicates the high level of per- 
sonal achievement of the display director. The results are so out- 
standing they bespeak his fine sense of taste and uncompromising 
standards. And because it is so economical to use and easy to 
apply, it testifies to his own practical wisdom and judgment in his 
selection of spray finishes. So delay no longer. Visit your display 


distributor, exclusively the source of this superior product. 


B@ DISTRIBUTOR INQUIRIES INVITED 


MANUFACTURED BY THE Sargent-Gerke CO., INDIANAPOLIS, INDIANA 
PRODUCERS OF QUALITY PAINT PRODUCTS SINCE 1901 


DISPLAY WORLD 
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SIGN MACHINES 
and supplies 


to pecetagiieiit 


SIGN MACHINES ... The Line-O-Scribe comes )) SIGN EASEL and SCROLL HOLDERS ... in all 


in 4 sizes and 8 models, using standard metal and 


brass, come in a range of sizes to handle all the 
wood type, prints any cuts or half tones. 


sizes normally used. 


Conventional chrome 


CARDBOARD .... All colors, 6-ply coated 2 sides . CARD HOLDERS 
and 14-ply finished one side. Best quality, sheared yt finishes with flat or round bases in the full range 


to all wanted sizes . . . Scroll paper, too, in 5 colors. oll ates. 


INKS .. . Fast-Dri inks that come in every color, 


REQUISITION FORMS ... that show youl people 


special shades mixed to match any sample. Dry in ' | 
’ how to write good sign COpy. controlled by layout 


5 to 10 minutes. Do not set on type or rollers if ) | 
and lineage. design based on research and copy- 
left on, can be easily cleaned anytime. iaiieel 
g 


CLEANERS... Type and Roller Cleaner for use 


with Fast-Dri or similar inks. Leave rollers in 


SALES and SERVICE .. . Our national sales 
= organization is qualified and ready to help you 
clean, dry condition for next use. Hand Cleaners rl feild 
/ with an aperessive sales promotion propram i) 
that remove any ink and keep skin soft. : | , 
} your store. and oul COMMA wants to serve you 


TOPPERS and IMPRINTED BLANKS ... for faster and better. 

sales and special events, speed up signing for sales 

and give your merchandise the extra-value appeal. Write for New Catalog M59 on 
Line-O-Scribe si hi 

CUTS and DESIGNS ... Attract attention, sell — ve NOCINNSS 

extra merchandise . . . for special promotions, and supplies. 


Mother’s Day, Dollar Days, Christmas, etc. 


TYPE... All the standard styles and sizes plus . . . lh he RAORCARN # ( 
Ss C* ° 


Oy, exclusive studio lettering, Beaufonte, Bellaire, Bon- en MAS Ht I 
Air and Beaux-Art type in display sizes. 4510 N. RAVENSWOOD AVE. CHICAGO 40 
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SAVE $40.00 
It's true! FREE REFINISHING for your old manikins! 


Just buy a new plastic manikin and you get a com- 


— 
3 ' 
plete renovation and refinishing plus a new wig — 
a job worth $40.00 — that will put your old mani- 


kins back to work making money for you. Buy 2... 


we refinish 2; buy a dozen... we refinish 12. And 


i 
each one is worth $40.00 ($22.50 for refinishing — 
$17.50 for a new wig). Here’s a once-in-a-lifetime 


offer to get new VOGUE MADISONIA Manikins, 


and boost the selling power of your displays. It’s 
Offer ™ simple as pie. When you receive your new mani- 


kins, just put the old ones to be refinished in the 
same shipping carton and return them to us. We'll 
do the rest. . . FREE! 


Call or write TODAY! Offer expires April 30, 1959. 


MADISONTA 


MANIKINS, INC. 


NEW YORK «+ 152 WEST 25th STREET « CHELSEA 3-1550 
CHICAGO «+ 11 SOUTH DESPLAINES «+ DEARBORN 2-6818 
DALLAS «© 3007 CANTON STREET «+ RIVERSIDE 7-19937 
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THE BIRTH OF A NEW SCIENCE 


The Most Revolutionary Advance in the 
Methods of Teaching of This Century 


A New Scientific Teaching Formula: Its essential purpose is to clarify and simplify the acquiring of artistic and 
technical knowledge through the channels of sense perception. It is in essence an instantaneous mental grasping of 
ideas from visual-points rather than from reading a voluminous amount of printed matter. A student’s mental pow- 
ers are concentrated on one main objective, the mastering of artistic and technical dexterity. A student can start 
or stop anywhere or anytime, along a chain of visual-points without losing insight into its fundamental comprehension. 


THE SIXTEEN FIRSTS IN THE ENTIRE HISTORY OF TEACHING 


| The first Visual-Aid Mannequin Art Sehool instituting a complete 9. Each Mannequin Art Course lesson is so scheduled that it can 
new form of carriculum. provide an entire week of employment if the student has the time and 
2. Introducing a foremost teaching concept, “The Abstract Picture:” mannequins available to work upon. 
This is a picture-l.nk that follows many instructional picture-links in a 10. The entire Mannequin Art Course can be self-paying: all the 
series ll abstruse ideas are transmitted to the student's mind student is required to do is turn out a sufficient amount of finished 
work that can be chargeable. 

Phe entire Vannequin Art Course is formulated on a= scientify 1] 
basis: it is precise, thorough, and to the point for clear comprehension. 
\ student learns easily and more quickly by sight. 


instantly by sense perception, 


. Hf the student desires, all finished work produced from training can 
be serviceable. 


1. All instructional pictures of each series are clocked, a time elemen: 12. The student's total time devoted to training is simultaneously con- 


that is embodied into each work operation. The simplest) piece of verted to experience, 

work or operation is timed into minutes, 13. The student requires no written examination from the beginning to 
» This Mannequin Art Course is a rapid training program: It elim-nates the end of the entire Course. Only his specimens from his lessons are 
for a student many years of necessary training and experience. A very essentially required for grading by our instructors. 

high talent scale is incorporated in this Visual-Aid Mannequin Art 


Course 14. This Visual-Aid Course has eliminated 95% of the written word in 


= its total training program. 
6. A highly artistic and technical Mannequin Art is simplified for a mers 
student: exceptional talent is, therefore, not essential beforehand to 
enroll in this Mannequin Art Course. 


15. The only Mail Course created that can successfully transmit 
instruction between two separated points of contact: one, the student, 


The introduction of this unique technique of “Composite Sculptur- and the other, the Home School with its instructors. 


ing” is for the first time taught: it cuts hours of complicated work 16. Our school will be insrumental in elevating an undeveloped craft 
into minutes, into a high ranking professional-major equaling many other professions. 
8 It can be a Self-Employment Course; simply by enrolling, the stu The Dusko Mannequin Art School will establish a centralization of 
dent immediately acquires a new job. authority for its graduated Mannequin Artists. 


_ 




















VISUAL-AID MANNEQUIN 
ART COURSE 


813 Articles Comprise a 104 Lesson Course 


| Student Preface Booklet 

104 General Text Booklets 

104 Lesson Assignment Booklets 

104 Supplementary Series, |000 Pictures 
500 Visuai-Aid Series, 5000 Pictures 


WRITE FOR A FREE BROCHURE 


= = Duske Nannequin Art School 


es. 
An Soe 


ee 


A Complete 
104 Lesson 
Course 








—— 909 MAHONING AVENUE — YOUNGSTOWN 2, OHIO 
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of Los Angeles...the only one of its kind in America 


..-no longer is a dream. 


This unique enterprise 1s now alive and functioning in its own 
61 .000-square foot building at 1200 South Figueroa Street, 
Los Angeles. You couldn't ask for a more strategic location 
in the downtown area: just off all the main freeways, midway 
between the Furniture Mart and the Statler Hotel. 

It is not only a Display Center—it is an Idea Center. 
Here, in one stop, under one roof, a busy merchant finds 
everything he needs for better display, better merchandising, 
better promotion, better sales. Here he discovers the new 
trends, the tested methods, in advertising and display helps: 
point of purchase material; store fronts; store fixtures; light- 
ing fixtures; modern retail equipment, etc. 

For detailed information, write, wire or phone PAUL 
MILLER, Managing Director SALES PROMOTION CENTER, 
1200 South Figueroa Street, Los Angeles 15. Telephone: 
Richmond 9-208 1. 


If you are a leader in your line, your 
product or service belongs in this » 
GREAT NATIONAL SHOWCASE 
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It's a factuality! 


TORT ROO ck 


Representative firms that already have 
contracted tor Exhibit Rooms. Booths. 
Conterence Rooms, Offices, include: 
ABLE PHOTO SERVICE 
Commercial Photography 
AD -ART COMPANY 
Silk Screen and Posters 
ALDEN ASSOCIATES 


Importers of Hawaiian Orchids 
and Leis 


DECTER MANNIKIN CO., INC. 
Women’s Mannikins 
DISPLAY MASTERS 
Manufacturers of Display Specialties 
GRAPHIC ARTS CENTER 
Artists’ Supplies 
LOR-SALES 
Men's and Children’s Mannikins 
MERKLE-KORFF 
Motors and Turntables 
MITTEN'S LETTERS 
Display Letters 
PLASTIC-CAL 
Display Fixtures 
SIDNEY NEWHOFF ASSOCIATES 
Point of Purchase Displays 
VALLEY FINISHING 
Specialized Display Finishes 
WARNER PRINTING 


Complete Printing, Offset and 
Letter Press 








you 
turn on 
sales... 


when you 
turn on... 
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BEAMSPOTS AND SWIVELITES 


Turn up the excitement with versatile Beamspots ! 


There’s a Beamspot for your floor—wall—ceiling and hidden 
cove to dramatize your best efforts! There are Beamspots 
in a variety of styles to fit your every purpose! Choose from 
Beamspots, Super Beamspots and Pin Beams... with floor, 
bracket, trolley and twist-on mounts. Amplex Slide-A-Light 
units are perfect for versatile installations in most windows. 


Swing into exciting lighting with adaptable Swivelites ! 


From canopy-type general purpose lighting to the aimed 
light of extension model Swivelites, you'll get more for 
your lighting dollar with Amplex. Double-ball swivel de- 
sign gives you instant fingertip positioning. Smart, lustrous 
Permacote finish gives lasting satisfaction. 


Write for the name of your nearest Amplex distributor. Sold 
by America’s leading display suppliers. 


YS amplex corporation, Dept. DW-3, Glen Cove Road, Carle Place, L. I., N. Y. 


DISPLAY WORLD 





TRIMLok FIXTURES 
promote 


Self Selection 
Faster Turnover 
Increased Profits 


SS" ..., and cost less 
to install 


TRIMLok IS DESIGNED FOR 
COMPLETE STORE INSTALLATIONS... 


SLOTTED SQUARE TUBULAR MODULE WALL SECTIONS 
LIGHTING CORNICES e SLOTTED SQUARE TUBULAR OVER 
COUNTER SUPERSTRUCTURES e SQUARE TUBULAR GAR 
MENT RACKS e FLOOR GONDOLA MERCHANDISING UNITS 
TABLES e COUNTERS e PICTURE FRAME CARDHOLDERS 
PERFORATED METAL SHELVING e MODERN WIRE SHELF 
DIVIDERS e WALL PANELS e BOTH WOOD AND METAI 
OFFERED IN A WIDE RANGE OF DECORATOR COLORS 
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Store Planning Service 


available to you 


Write for complete details 


OR 
USE THE CONVENIENT COUPON 





American Fixture Inc. 


2300 LOCUST STREET, ST. LOUIS 3, MISSOURI 


11 W. 42nd STREET 220 W. ADAMS STREET 
NEW YORK 36, N. Y. CHICAGO 6, ILLINOIS 
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GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 


— You Must Have A Copy 


...to make your displays sell more goods faster 
... it’s the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 

help toward steady improvement and perfection in his work. 

Endorsed by the country S For the experienced and professional dispiayman it is rich in 

foremost display directors. display ideas and an invaluable reference work — in fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

& draws freely on his wide experience to explain each facet of 

p retail display and shows by photographs and sketches the 
RICE b OSTPAID practical application of display techniques for modern displays 
. . ' that sell. Display problems and their solutions are explained in 

Immediate Delivery! detail. It gives display a scientific background to make the 
PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 


Training for Display Work Variations on a Basic Idea you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar 


Common Errors in Display Layout of Merchandise 


Working Methods Display of 19 Different Wares 

Application of Art in Display Small Windows Order Your Copy NOW! 
Abstract Art in Display The Store Front 

Technique of Painting Interior Display 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 

Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display Lettering and Display Signs 

Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 


edi non napa nav Nain Senin on ene aarnnctoe te 


RAMA / BERMARO 


TAMIL DISPLAY 


af 
ce 


Ls, 


reasonable cost. 
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DISPLAY WORLD. Cincinnati 1. Ohio 

[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME 
STREET 


CITY ZONE STATE 
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Long before motivational research was able to tie down practically 
every buying impulse to some normal or abnormal behavior pattern of the 
buyer, there was a phrase tossed around among merchandising media 
called “audience assurance." 


By definition, this phrase asked the question: "Just how much 
does the public believe what we're saying?" The answer they found was 
that not everybody believes everything they read on paper, or hear on 
the radio. That was before television, and the sign industry was an 
infant; so they weren't considered. 


Specifically, the media testers found that newspaper advertising 
had less reader assurance than radio. The reason was also a history 
lesson in the rise of the newspaper from a single printed sheet to the 
modern multi-sectioned dailies. It seems that when newspapers ran 
little advertising, and what they ran was almost institutional by nature, 
readers took for granted that just about everything they read in the 
papers was the untarnished truth. If they didn't believe the paper, 
they changed to another paper. This faith has diminished rapidly until 
the present point where there is never a reader so gullible as to 
believe when an advertisement is headed "Clean Sweep Sale!!! Everything 
Must Go!!!", that the store manager really means it, right down to the 
fixtures. 


In almost direct proportion to the decline of audience assurance 
in newspaper advertising was the increase in faith generated by radio 
advertising. 


Radio nurtured this attitude by refusing to endorse or even 
discuss controversial issues, unless it was made clear that the opinions 
presented were not necessarily the policies of the station management. 

In the’ minds of the listeners they could rely on the validity of any 
statement made on the radio because the station wouldn't dare utter a 
falsehood. 


This audience assurance has remained at a high level throughout 
but is occasionally damaged by poorly written commercials making 
ridiculous claims, high pressure announcing methods, station editorial- 
izing and the increasing difficulty for any communication means to 
remain neutral because of various pressures brought to bear. 


Which brings us finally to the topic of display. Where does it 
Stand in the reader assurance scale? Fortunately, and a bit boastfully, 
display rates at the top. People do generally believe what they see 
in the window and interior displays. After all, "seeing is believing." 
This is particularly true of the displays of the better stores that 
properly appreciate the importance of their display program. 


Displaymen deserve the credit for this status. Either they had 
the foresight tosee where the use of high pressure false superlatives 
would lead, or else they were too lazy to go to the extra trouble that 
such sales tactics would have required. 


Irregardless, display has the highest audience assurance rating 
of any merchandising media. How long (Continued on page 68) 





THE CENTER OF 
ATTRACTION! 


OPENING APRIL 1, 1959 
THE 


DISPLAY 
CENTER 


400 EIGHTH AVE. (at 30th St.) N.Y.C. 
| a | THIS IS THE 
Office, showroom, sales and exhibit space, with the most modern 


appointments are available at moderate cost to manufacturers D | 5 p LAY ( t NT i nw 


of display items. 





e Modern fire-proof building in 
The grand tour of the five boroughs and neighboring states in every respect. 
search of display ideas is no longer necessary. After April Ist. | : i bI 
display directors, distributors and representatives of national © IMPFessive, attractive marble- 
advertisers will find, under one roof, in the heart of the city. faced lobby. 
the newest items and latest ideas from every branch of the ® High-speed automatic 
display industry. 
elevators. 
It will now be possible for display users to discover, one block e Fully air-conditioned. 
from Pennsylvania Station, the answer to their display needs. Ee " ( Bs 
7 . ‘ ; ; 4 . ya’ a “a> re 
Materials, fixtures and point of purchase displays will all be @ rourteen-foot ceilings. 
shown, and the library and research facilities of The Display e Abundance of daylight. 
Center will be available to all. \] he: , 
e New, modern lighting fixtures. 





*x- DISPLAY CENTER is q | De Luxe Service To Both Exhibitors and Customers 


service of the Display Credit @ Central information desk. 
Association. Write, wire or 
phone Maxwell A. Sturtz, @ Conference room, library and research department. 
Director, 251 W. 42nd St., sea ischial ttaiateaaieaiitieee iin lait 
New York 36, N. Y. Wisconsin ® hegister of window installation firms and services, 
7-8543. @ Assistance in staffing problems. 


+ Kimployment service. 


@ Telephone answering service and mailing address. 
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Maximum Visibility 
at New Robinson's 


By CLAIRE BROWN 


Eye level displays incorporated into design of 
Robinson's, Pasadena . . . Many cases custom 
built . . . Placement of floor fixtures another key 
feature ... Whole store becomes showcase... 


Introducing the ''scumble" decorative technique 


OBINSON’S store in Pasadena, Calit., 
has been Raymond 
Loewy Associates, under the direction 

of William 7 


mum visibility for displays within counters 


designed by the 
Snaith, to assure the max! 


and backcases. Counter fixtures are de 
signed with display area high in the case, as 
close as possible to eye level. Backcases are 
designed in reverse, that is with the display 
than is usually the rule, 


to bring merchandise on display nearer to 


ATCA lowet also 
eve level. to assure the maximum of visibil 
ity. Many of the cases are custom built for 
and 


mdividual lightings as 


well as adjustable shelves. 


the store, have 


In addition to eye level displays inside 


cases and counters, another key teature ot 
the store’s design is the placement of floot 
hixtures Fixtures are constructed and at 


ranged te bring merchandise forward where 
itis in immediate contact with the customer. 
With 


play Ss a 


such a display obviously 


role | he 


Backgrounds are ele 


design, 


very important whole 


tore is a showcase 


gantly and delicately worked out, with an 
emphasis on motits trom nature leaves, 
crees. Howers, and much use of fine woods 
for paneling. The woods are handled in a 
ypreat variety of treatments 


\ wondertul example ot the counter and 


backcases is shown in the accompanying 11 


lustration of the jewelry and clock depart 


16 





—All photos courtesy of Retail Reporting Bureau, New York City— 


level ot the 


building. 
The department 1s located in an important 


ment on the lower 
trathe area adjacent to the escalators. Serv- 
ing as background tor the department is a 
glittering wall of gold on the far side of 
the escalator. The gold wall is created with 
applied gilt and painted antique designs. The 
cases tor the jewelry and clock department 
are edged in brass and have panels of grey 


laminated plastic and deeply stained wood. 


Inside the backcases, clocks are displayed 
on white perforated board panels which 
permit flexible arrangement of the clocks. 


Inside the counters, jewelry 1s arranged 
on white backgrounds, with touches of blue 
ribbons. Atop the low backcase, a manne- 
quin was posed with a candlebra and pots of 
growing plants. Gialt framed, swinging mir 
rors are placed on top the counter for cus 
tomer use in trying on jewelry. 

\nother teature display is arranged on a 
plattorm behind the de 
foot ot the 
and visible to approaching customers. Both 
that plat 


negligees and white 


low legged display 


partment, tacing the escalator 


mannequins, tor one display. on 
form, wore sott yellow 
slippers 

\nother example of the counters with eye 
level displays is in the corsetry shop, which 
The back wall tor the shop 
has a blue and white mural treatment, over 


is also pictured 


which 1s a delicately drawn pattern of white 





urns and leaves. Grey carpeting on the 
floor harmonizes with the wall = design. 
Counters and stock bases are arranged in a 
clean, symmetrical pattern which gives a 
neat appearance to the department. Once 
more the counters have grey plastic lami 
nated panels, this time in deeply stained 
wood frames edged in brass. Merchandise 
is displayed in the eye level back bays 


above the low backed cases, as well as high 
within the counter tops. A mannequin 
wearing a featured ensemble was arranged 
on top a backcase, while a second manne- 
quin was posed kneeling on one of the floor 
Cases, 

Loewy Associates have made 
much use of an unusual technique termed 
“scumble” to achieve interesting and varied 
effects in the different departments. The 


“scumble” process consists of a solid color of 


Raymond 


base paint applied to a wood surface. Over 
that base coat, a transparent color 1s applied 
with rough sponging. 

In the millinery department on the lower 
was used on the over 
After that, the panel 
enhanced by 


level, the “scumble” 
head wall paneling. 
further 
peggings and white painted murals. 


symmetrical 
The 


mural has a graceful design of urns placed 


ng Was 


on low, stylized pedestals with leaf arrange 
ments in the urns. 
The “scumble” technique is used with dis 


DISPLAY WORLD 





tinction in the blouse and neckwear section, 
both for the overhead wall panel and tor a 


background panel at the entrance of the 
department. The background panel 
as backdrop for a mannequin posed on a 
low-legged display platform in front of it. 
From shop to shop, the have 
created separate, individual departments, 
that are saparate in character and in decor, 
but are generally without dividers or par- 


serves 


designers 


titioning walls. Throughout the store, ash 
is the predominating wood used as_ back 
ground panels and in fixtures. 

In the women’s shoe department, verti 


cally planked ash covers the rear wall, with 
finished in different 
Sketches of ferns done in black are tramed 
in white against the paneled walls. Display 
shadow boxes, also tramed in white, are set 


the panels colors. 


into the panels, as one section of the com 
plete pattern. Featured 
displaved in the shadow 


decor shoes alte 


boxes, as well as 
on self-lit display cases which serve to sepa 
rate the shop and also bring the stock tor 
vard for immediate customer contact and 
inspection. 

The tur salon is a distinctive section, and 
it does have divider walls. Simulated mar 


ble frames the entranceway \ low brass 
platiorm covered with beige carpeting stands 
just outside the entrance. Behind a manne 


quin posed on the plattorm is a mural ot a 
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built 
into the wall of the shop serves not only 


tree with bare branches. \ cabinet 
as a decoration, but it has practical doors 
that will close and protect the valuable stock 
within the cabinet. A crystal 
delier adds another note of elegance to the 


salon. 


globe chan 


\ decor on the overhead 
stock 


created of planked, wire brushed ash in dia 


cases, in the coat and suit shop is 
overlaid witl 
blac k. 
A glimpse of that wall treatment 1s visibl 
to the extreme leit in the 


photograph ot the designer dress shop, whicl 


mond shapes. The panels are 


a painted leat motif in gold and 
accompanying 


is adjacent to the coat and suit department 


To emphasize the exclusive nature of the 
designer shop, and to pive it a semi priy ate 
setting, there is a partial partition between 
the two departments 

Upper sections of narrow, 
wood planking above white pal Is 
to create a distinctive background hor Wea 
tured costumes worn by the mannequins a1 


ranged on the display plattorms, one at thi 


entrance to the shop and a SCCOnG deep 
within the shop's interios [he dupheate 
wall treatment at the entrance and witl 
the shop adds CONntmMulty to the (i¢c¢cor, a 
well as an inviting aspect to the shop 

The rear wall hides the stock roon 
Designs of trees and flowers carry out the 


wall. above the 





that store’ s 


cle signer 


nature motits predominate the 


decol kor thre cre ~s shop, the 
motits are done in white on the upper panels 
Furniture for the 


provincial 


shop is ot grey ash in 


design lo complet thre al 


mosphere Ol elegance i the shop, a chan 
delier of grey iron wrought in a leaf moti 
hangs trom the ( eiling Shades tor thie 


chandeher are ot gold, adding still turther to 
the luxury eftect 


lhe sportswear shop 1s composed ot three 


integral units. lhe central unit 1s pictured 
and has a wall of ash wood panels that have 
heen finished with a combed ettect Star! 
white letters on the combed wood pane] 
orange emphasize the shop name \ large 
assortment ot colortul sweaters are arrange: 
hetween gla divide! =) Voode) Da 
shelve below the combed ood panel 
cle COTrAaAlIVE, open worl pane! il thie lett 
erves as a background tora display plat 
Cre Miahhequil itt ( CaAarill If 
re port ippare beeline ¢ pal 
i Cy private ecti qupitcate t 
‘ rie ‘ ‘ ‘ 1 ‘ ; ‘ ‘ tery ' t { , 
r a plavel a fit ee ' 
| ? | ( Ca i i 
ect | ere | ! ’ i ( ! 
yy Tine f ite { Ate iti¢ i 
110) ire ! f +] r tixt 
( ( f part 1 i ! 
j in) / ! 








White Sales, Travel, 
in Chicago Displays 


By RICHARD DAY 


Carson's uncluttered look highlights ''Million Dollar White Sale" 

... Seaside resort setting at Gilmore's . . . Goldblatt's goes to the 

south seas . . . ‘Venetian Blues’ featured by Marshall Field 
... Daisies adorn Lytton's coat promotion 


ISPLAY imagination in Chicago stores with a fiitth triplewide window keynoting 
ran principally to creating travel and the others. The lead window, shown here, 
white sale displays recently that would announced the white sale using a gigantic 
move merchandise i) 6a tough pre-spring composition hoard sate in the center to remind 


market, shoppers that $1 million worth of white 

The most extensive and one of the most goods were on sale. Mannequins at each side 
attractive white sale promotions the city has were dressed in huge notes of play curren- 
een in some time was the one at Carson's — cy. Other oversized play money was tastened 
entitled, “Carson’s Million Dollar White to the back wall. Corners of these bills 
Sale,” containing a series of tour windows were tumbling out of the safe. Samples of 



























the types of white goods on sale were dis- 
tributed around the display. Letters on the 
glass titled the series. 

The four merchandise windows featured 
what Carson's Window Display Manager 
Dick Minto described as the uncluttered 
look. Each window contained an attractive- 
ly designed storage cabinet with shelves 
holding the white goods. One window dis- 
played towels; another, sheets; a third, table 
linens and the last, bedding. 

Mr. Minto’s uncluttered look was achieved 
by limiting the amount of goods and using 
a limited color scheme. Each cabinet took 
up only about halt of the display space. They 
were not filled to overflowing. Just a few 
pieces of merchandise were used on the floor. 
Posters were used instead of the usual signs 
as a part of the uncluttered look. 

Colors in the bedding window were held 
to the blue-aqua tamily. The towel window 
contained browns and beiges and the sheet 
window was done in pinks and reds. Table 
linens were displayed in lavenders. 

Mr. Minto reported that Carson's linen 
department was highly pleased by the un 
cluttered look. Clement Bradley is Carson's 
display manager. 

A resort-into-summer wear promotion was 
put in by Ted Lees, Gilmore’s display di 
rector, in a series of four windows. A sea- 
side setting was created with the help of a 
fish net draped across one side of the main 
corner window. White sand on the floor, a 
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—At right, by Virginia Paxson, Marshall Field 
. . . Left center, by Jack Boghosse, Goldblatt's 
. . « Right center, by Joe Kreis, Saks Fifth Ave- 
nue ... Bottom left, by Carl James, Mandel’s 

Bottom right, by Harry Jupp, Charles A. 
Stevens . . . Opposite page: Right center, by 
G. C. Bowen, Lytton's . . . Left center, by Ted 
Lees, Gilmore's . . . Bottom, by Dick Minto, 

Carson's— 


weathered wooden pier in the rear, palm 
fronds at the sides and plastic shell fish 
spotted here and there turthered the sea 
atmosphere. Four mannequins wore the 
fashions while a fifth sat on the sand ap- 
plying suntan lotion. Fish traps made from 
netting hung from the ceiling of each dis 
play with miniature boy and girl figures 
climbing all over them. A sign read, “You 
\re Cordially Invited to Tea and a Formal 
Showing of Resort Into Summer Fashions 

* It went on, telling the time and 
place of the showing. 

Spotlights were centered on the fashions 
with very little additional light used. This 
kept the setting from dominating the met 
chandise. 

A south sea series of tour displays was 
used by Jack Boghosse, display manager of 
Goldblatt’s. Each window centered around 


[Please turn to page 72] 
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Style and Philosophy 


in Display 


Y JOB IS roughly analogous to that 
of the aerialist, nonchalantly balance 
ing a unicycle on a tightrope, while 


juggling a crate of eggs with one hand and 


By A. VAN HOLLANDER 
Display Director 
Gimbel Bros., Philadelphia 


You must develop style and absorb philosophy of display in order 
to succeed in the profession .. . Role involves perspective—adding 
aesthetic contribution to merchandiser's concept of sales .. . Idea 





— Botticelli with the other, After must be simple enough for two-year-old to understand 
a Wrlic, 1S CaSy 

| guide display tor the interior and ex 
terior of Gimbels-Philadelphia, a block pentry and painting. It is an immense re- to attract that precious commodity, the cus- 
quare, seven-story-high structure, while sponsibility to the shopping audience, the tomer. 
also coordinating displays for the two su store management, and to myself. Displays ot merchandise inside a store or 
burban stores, Cheltenham and Upper Dar It can be accomplished, once you have i a window must reflect what the store 
hy \ltogether, quite a few square miles developed a style, and absorbed the philoso- wants to be, as interpreted by me. The task 


of display, constantly changing phy ot department store display. 


| am responsible for whatever attraction The Philadelphia store is situated at what 


the three stores can muster: their color, is probably the most competitive merchan- 
gdesign, mteriot and exterior display | must dising confluence in the world. (on the four 
combine the talents of a designer, a stylist corners of Eighth and Market streets are 
and an artist, as well as the craits of car three giant department stores, all battling 


BBE Gimbels Salutes , 
eRe PREVENTION WEE 
Final inv jie hgh my . a 
Firat in ere prevention, 
The Phriadel nia Fire Departmen’ + 
applies the mast modern fy 
an fires. But the prevention of 
80% of all fires 2 
Wiens veh) take care 
CHECK FIRES/ 


| a 
. “4 - 
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involves selection from the thousands ot 
types of merchandise in a department store. 
There are miles of display potential. Yet 
each type ot merchandise must realize its 
own individuality; each type calls for a 
specific, special approach. 

Our policy, in our highly competitive posi 
tion, is to devote the majority of windows 
for tashion. These are the basics of im 
pact sales, spontaneous purchases. The bal 
windows are given over to other 
specific merchandise or institutional win 
dow displays. 

The individual displays conditioned 
by the identity of the merchandise. The 
philosophy of wise display is to reveal hid 


ance of 


aTe 


—Pictured here are some of the outstanding 
examples of recent Van Hollander displays. . . 
At top left, he asks comparison of the new 
patterns in men’s shirts with the ornate bind- 
ing of books . . . At its right, magnificent fur 
hats are framed in gold to form a unique 
millinery window with the huge open turntable 
showing hats emerging from the hat box... 
At bottom, a civic window devoted to Fire 
Prevention Week has as its background a 
blow-up of the fire department in action, as 
an old fashioned fire engine is used to add 
interest to the window— 
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—Typical of Van Hollander's technique is the 
display at top right, featuring Paris Pink 
against the Eiffel Tower; mannequins are stand- 
ing in the same position with their hands 
touching the glass; background and floor are 
in Paris Pink also At bottom left, is an 
interior display of Brazilian-inspired furniture 
and fabrics . At bottom center, Maiden- 
form bras are featured with orange, gold and 
russet flowers to stress the idea of fall sil- 
houettes . . . At bottom right, one of a series 
of children's ledges with stylized fall trees with 
the oversized ieaves in putty, orange and olive 
tones; the tree trunk is a large pole with 
smaller dowels inserted like branches— 


den tacts about the merchandise, extra reve- 
lations that may impell purchases. 
Displays should be coordinated with the 
work of the advertising department, and 
handled closely with the merchandising de- 
partments. A good display must be planned 
well in advance. Timing is vital: never 
too soon and never too late, just right when 
and where they want it. These are the ele- 
ments of a well-merchandised display, the 
philosophy of the department store display. 
‘To assure effective coordination of all the 
multitude of departments, my office is open: 
anybody can come in here at any time, 
Requests for displays originate with the 
merchandise managers and buyers, or with 
the tashion coordinator. A design plan be 
gins in a meeting here in this office, with 
these people. These are the people who are 
in touch with the markets, with the manu 
facturers of merchandise and with the buy 
ers of merchandise. Their advice is para 
mount in the preliminary stages of design. 
One ot my roles involves perspective. I 
offer the merchandising people a different 
perspective, project an aesthetic contribution 
to their concepts of sales. Here in my ot 
fice, on the walls all around, is an extensive 
library of publications in all fields of mer- 
chandising. There are also publications on 
architecture and design. Through constant 
contact with plus market 
I can, usually, contribute and 
different approach to the 
problem on the desk. 
Also, many times, | accompany the mer- 
chandise manager or buyer to the market 


these research 
suggest a 
merchandising 
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source itself. [I go with them, if we are 
projecting a display, to get the sense of the 
merchandise, to uncover the hidden facts to 
highlight in my display. 

Upon accepting the display idea, my staff 
and [| must determine depth in stock, in 
the item to be displayed. We juggle the 
availability of space in the store and space 
in the windows: we find out whether the 
spotlight of advertising will be turned on 
to coincide with the display. The merchan 
dise to be displayed must be collected, and 
the accessories to go with it 

Usually, when | begin to scheme the win 
dows to be displayed, an “inspiration piece” 
is sent to me, a bit of the merchandise to 
be displayed. Krom this sample piece | seek 
the feel of the best way to present it, the 
color, the style, hinges on which to base the 
display. At the same time, the display copy 
writer collects information regarding the 

[Please turn to page 59] 








About the Author 


A. Van Hollander is one of the award-win- 
ningest display directors in the world. In his 
15 years with Gimbels-Philadelphia, he has 
received over 200 local, national and interna- 
ional honors for outstanding achievement in 
visual Born in Holland, he 
studied art and architecture at schools in 
Switzerland and New York. During World 
War Il he was with military intelligence. After 
his tour of duty he stayed on in Europe and 
rebuilt the Weisbaden Opera House, produc- 
ing plays for the Armed Forces which toured 
Europe. 


merchandising. 


Visiting the ‘market sources,’ Van Hollander 
has crossed the Atlantic 12 times. He selected 
the cultural material for the fabulous “Italian 
Fair’ at Gimbels-Philadelphia last year and the 
“Holland Fair’ a few years ago. 
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Los Angeles Foretells Resort 


By DICK JACHIM 


Proximity of week end vacation areas makes Los Angeles testing- 


ground for spring and summer sportswear ... Valentine promotions 


arrive early... May Co. windows say "We've flipped our wigs''— 


and who's to deny it, judging from artwork adorning the windows 


PRING and summer tashions, usually 
in the form of resort wear are promoted 
through the winter in the Los Angeles 

Sales are extremely high in _ this 
merchandise approximately eight 
million people are only a few hours drive 
from many of the resorts. This permits 
them to spend as little as a day vacationing 
in them without much difficulty. Week ends 
are the most popular periods, and a desert 
sun tan is now the vogue. This situation 1s 
Angeles being 
the major testing areas for summer wear 
because the fashions that prove popular at 
throughout the 
and 


area. 
because 


responsible for los one of 


well 
manutacturers 


the resorts here sell 
country 1 


eastern buyers keep a close watch on these 


season, So 


trends. 

May Company—Los Angeles, 
ley Thompson is the display director, pre- 
promotion in bright 
colors in a very unique way. To tie-in with 
and humorous “We've 
Hipped our wigs over Phil Rose sportswear, ’ 


where Stan- 
sented a sportswear 


his clever Caption, 


nonsensical designs were painted right on 
the windows. Each matched the color of 
the merchandise displayed. These were tur- 
quoise, lime-green, pinkish orange, hot 
cherry, lemon-yellow and light blue. 

One of these humorous sketches showed a 
man propped along the base of the window, 
the length of his legs greatly exaggerated, 
holding overhead a branch full of different 
fruit, which extended the length of the 
window. A monkey, a peacock and a macaw 
were perched on it. 

Another, pictured here, showed a_ line 
drawing of a vehicle that was a cross be- 
tween an automobile, bicycle and a boat. A 
fearless woman driver at high speed, by the 
way her hair extended straight back, guided 
this contraption, while little birds of an un- 
known specie perched along it. One of them 
carried a board in tight-rope 
doubtedly to build a nest. 

Yarn wigs, also in matching colors of the 
merchandise adorned the mannequins. The 
composition proved tremendously 


fashion, un 


whole 


—Top and center ledge displays by Russell Dohoo, Hinshaw's . . . Bottom and above, by Nibs 
Gomer, Jr., Sears-El Monte ... Opposite page: Top, by William Meissner, Ohrbach's-Downtown .. . 
. Bottom, by Fred Bower, Barker Bros.— 


Center, by Stanley Thompson, May Co.-Downtown . 
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Fashions 


spectacular, and was clearly outlined by the 
use of white floors and walls for contrast. 

At Saks-Fifth Avenue in Beverly Hills, 
Art Alvarado, display director, presented 
formal resort wear in six windows on the 
Peck Drive side, none of which are shown 
here. A languid atmosphere prevailed in 
them to the degree to rival the normally 
leisurely-romantic scenes found on many 
travel folders, especially to tropical and 
semi-tropical destinations. 

He accomplished this by centering each 
window with a palm tree. These captured 
a rustic beauty so familiar in the _ local 
resort areas by having different size palm 
leaves out of natural rattan decorating the 
top of the yucca stalks. 

A mannequin in one of the many bright 
colors promoted lingered in an alluring 
position under or near the tree. A grouping 
of matching or coordinating accessories 
balanced the windows. 

Resort wear for the more rugged vaca- 
tioner, one who prefers winter sports, 
adorned the windows at Ohrbach’s-Wilshire 
on the “Miracle Mile.’ Using cut-outs of 
bare trees to depict winter, and yet injecting 
a festive mood by coloring them in tones of 
yellow, green and pink, Bill Meissner, dis 
play director, surrounded them with fashions 
on mannequins. It is shown here. 

A white glossy floor and a white back 
ground continued the crisp atmosphere of 
winter as well as accenting the fashions. 
And clever copy covered the reader tound 
on the extreme right, which read, “What's 
new with hue—heather plus winter white.’ 

Another series, not illustrated, showed a 
colorful group of “little party goers” in 
fashions for pre-teenagers. Here Mr. 
Meissner glorified the fashions by creating 
a party scene. Ice cream tables and chairs, 
party caps and other favors and serpentine 
streamers overhead accomplished the de 
sired effect. The back wall was washed 
with light blue lights to fuse the colorful 
scene into a complete composition. 

At Barker Bros. a customs office setting, 
shown here, was used in promoting an inter 
national style group ot carpeting. lered 
Bower, display director, added much ele 
gance and brightness to this office by carpet 
ing floor and portions ot the walls with 
vivid color samples of the Carpets. \dded 
realism was obtained by applying world 
maps of different types, directional pier 
signs and travel posters to the walls. 

Large shipping crates, some opened to 
expose carpet samples, and all with inte 
national markings adorned the extreme right 
corner ot the window, and travel bags the 
foreground. Desks with official-appearing 
papers and more carpet samples on top out 
lined the office, and stanchions roped. off 
the area to add a feeling of authority to the 
scene. 

Valentine has been developed into a major 
promotion with all the departments partics 
pating at Hinshaws in Arcadia’ where 
Russell Dohoo is the display manager. The 


| lease furn to page 57 | 
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ON HR CNES IW CL5a5 1 ““ r Me rcha nd ise sas 
Illinois Bell 


When the phone shortage 





ended, the word "merchan- 


dise'' came into the utility's 


vocabulary ... Sodid the word 
“display'’ . . . Here was the 
most effective way of telling 
the service story at least cost 


¢ 


—At the four corners of these pages are 
various displays in Illinois Bell's large corner 
window . . . Above, this side shows kitchen 
scene under plastic header, ‘For Dad—for 
Mom—for Everyone " Note suspended 
color receivers . . . Other half shows dad in 
his workshop .. Power saw and other tools 
provided by local firm . .. Below, a window 
selling’ the yellow pages . . . Top, opposite 
page, explaining vacation telephone tips .. . 
Bottom, opposite page, color phones and 
spring fashions are combined ... The two 
displays at center of pages were mass pro- 
duced for the entire area covered by the firm 
Note the credit card for the supplier of 
the wall covering in the ‘Kitchen Delight’ dis- 
play ... Depth can be achieved in a shallow 
display, as the other display proves— 


iy 
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T WASN’T so long ago that most telephone 
companies were busy just trying to keep 
up with a heavy demand for standard 
telephone service. Today, however, with most 
of these demands long satisfied, phone com- 
panies across the nation have embarked on a 
full-scale merchandising program designed to 
acquaint the American public with the many 
types and kinds of services and instruments 
now available to help speed their calls 
Today the American public is learning that 
phone companies across the nation have far, 
far more to offer in the matter of telephone 
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communications. Phones, today, come in nine 
beautiful colors to match or contrast with any 
decor ; they come with illuminated pushbuttons 
which permit you to “hold” one line while 
you talk to someone else on another line; they 
come with built-in speaker and a microphone 
so you can talk or dial without even touching 
the receiver. 

There are new types of outdoor telephone 
booths, “drive-in” telephones, sleek modern 
cordless switchboards for offices, “panel 
phones” which fit flush to the wall, phones 
with a “magic button” which can be wired to 


for 
SeRovucts 
e SERVICES 
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Yet Economize! 
iscovers How 


cut off another extension, to intercommuni- 
cate with a second phone. All this... and 
much more ... to fit the communications 
needs of a growing, progressive America. 
One of the principal media used to encourage 
telephone customers to avail themselves of 
the many new services and instruments now 





available is that of window displays. And the 
Illinois Bell Telephone Company seized upon 
this media immediately the word “merchan- 


ae "a “te ae 
dise!” was received from its management. 


) EXTENSION 
Kitohom. PHONE 


WHITE 


These elements run from $30 to $45 apiece 
Thus the [Illinois Bell company spends from 
$3,000 to $4,500 a year for ten different dis 
plays in each of 100 locations 

The creation of a big corner window in the 
company's main headquarters building created 
additional problems for IBT’s display group 





The shadow box technique could not be 
used for this type of window; more of the 
department store tree form technique Was 
needed In order to develop this type of dis 
play at a minimum cost, the company contacts 
furniture firms, dress shops, ete. and obtain 
props on a gratis basis \ small credit card 


[Please lurn to page 10 | 








Of course, as a public utility, Illinois Bell 
like other rate-regulated utilities, spends its 
money with a well-developed eye to economies 
\hereas other businesses, engaged in more 
direct competition with each other (and with, 
perhaps, more expansive budgets) can outdo 
each other in glamorous, exciting windows, 
Illinois Bell sought to do a creditable job at 
the lowest possible cost. 

With over 100 business office windows to 
fill, all along the 400-muile stretch from Chicago 
to Cairo... the job precluded sending crews 
to install such displays and exhibits. What 
the Illinois phone company came up with was 
a well-constructed shadow-box type unit. The 
frame of this unit consists of heavy-stock wood 
grained cardboard with perforated board back 








panel. These units were furnished each tele 
phone company business office 

The copy and art elements are silk screened 
and drop shipped every six weeks to the 





various offices. Instruction sheets accompany 








each set of copy and art elements so that 
anyone in the business office can quickly mount 
them. Lighting is a permanent part of each 
office display window 





Spring is a beautifully gowned woman, with a flair, in New York 


City windows . . . She's sophisticated at Saks . . . Sunstruck at 


Bergdorf-Goodman . . . Grass becomes foil for Henri Bendel's 


spring cottons ... Alice steals show in Lord & Taylor's wonderland 


ASTER drapery, 
posing of elegantly beautiful manne- 
quins and imaginative treatment, with 
a minimum of properties, have turned Man- 


handling of clever 


hattan’s windows recently into highly dramatic 
settings for spring fashions. 
part of the design. 
Accessories, as always, have been chosen with 
But 
portant, the ensemble has been completed with 


mannequins is a major 


artistic discrimination. even more 1m- 


a master touch, to create a personality a 
beautifully groomed woman, with a flair. At 
times, the mannequins seem almost to come 


alive in the windows. 


Costuming of the 


pearl earrings, a brilliant clip, black pumps, a 
black straw hat, white gloves, and carried a 
black umbrella. Posing, combined with cos- 
tuming, was the secret of the drama. To com- 
plete the display, two pair of black 
were arranged on the window ledge. 
Tom director for Bergdorf 
(Goodman, used enormous palm fans to point 
up a caption reading: “Sunstruck and heading 
for the Palm-Lands! From our dress collec- 
tions, Fourth Floor.” The window floor was 
Seige curtains formed 
To the left, on the floor, was 
Near it, toward the 


shoes 


Lee, display 


strewn with cork chips. 
the backdrop. 
a large dried palm leaf. 


Springtime Magic 


there was the jaunty, sophisti 
attitude of a Saks) Fifth 
‘The lady seemed to he stepping 


single sheet of 


kor example, 
cated mannequin at 
\venue 


through a white paper, and 


expressed by her pose the whole feeling of 
spring in Manhattan in an urgently dramatic 


mannes Henry IF. Callahan, the display di 


rector, used no other property, nothing but 
the sheet of white seamless paper hung from 
the back of the rolled 
out through the area front ledge. Be 
hind the 
almost 

The 


teal 


and down and 
to the 
wall 

that 


Was 


ceiling 
paper, th deep, deep 
black receded into the dis 
floor black 
at the center of the paper sheet 


was a 
rey 
tance. covered with 
felt \ 
permitted the mannequin to be placed in the 
opening as though bursting through it as she 


strode along 


lhe caption read “S.F.A. banks on 


a shepherd’s check pattern for spring 


checks 


Phe mannequin wore a black and white shep- 
herd checked suit trimmed with black buttons. 


window front. were two bottles of pe rfume. 


lwo mannequins were posed in the window. 
dried palm leaves, 
handles, 


They held up more huge 


which were fastened to natural wood 


bound to the handles by windings of yellow 


The ribbons were tied in bows with 
Both 


with yellow 


ribbons. 


ends trailing down mannequins were 


dressed in yellow, shoes, white 


hats, white gloves, and they carried white 


bags. The mannequin to the left had white 
details on her yellow suit and wore pearls to 
complete her costume The second wore 
vellow jewelry. 

A solid matting of green grass covered the 
curving wall panels, floor, and even an arch 
way structure just inside the window glass at 
Henri Bendel to create an unusually different 
The dis 


used no 


sort of setting for spring fashions. 
Laurence Bartscher, 
The 
effective foil for crisp spring costumes. 


play director, 


other property. massed green was an 


The 
card lay at arch on the 


copy the opening 
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left, in stark contrast to the deep grass green. 


The legend on the card was “Color of sun 
from our 10 West Floor.” 
ne mannequin was posed dramatically be 


yond each arch opening. Spotlights trained 


on each mannequin enhanced the drama. The 


mannequin seen through the left arch wore a 


dress of white glazed cotton with a print of 


vellow roses and moss green leaves, her sash 
was a muted green, and her turban was made 


of material to match her dress. She 


white gloves and carried a 


sheaf of yellow roses, 


vellow shoes, 
The mannequin to the right wore a dress 

of white pique printed with yellow roses and 

green leaves, a yellow sash, white gloves, 

white shoes, a hat of the printed pique and 

carried yellow roses. 

“A flood of color 


Pacific 


To point up the theme, 
and our beautiful Blues are 
Misses’ Better 


Liles, the di 


new 
Circle and 


kK loor,” 


| ress 
fourth 


launched! 


Dresses, John 


€&, - 
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Wore 


rector of display at Franklin Simon, used a 
Phe forward 
Hoor of the window was papered in white, but 


pale, soft blue monotone setting. 


the step, the back wall, the background trellis 
and curtain were all in the pale blue. Patches 
of white flocking on the wall simulated clouds 
in the blue. ‘The 
in a textured grey. 


window front was framed 


three elegant mannequin ladies were posed 
in that setting. The 
with a top of heavy 


first wore a blue dress 


white lace, bright blue 
satin shoes, white gloves, pearl eardrops, and 


a white flower in her hair. The center man 
nequin wore a blue dress with a vest of white 
lace, blue satin pumps, pearl eardrops, white 
gloves and carried blue flowers in het 
The at the right print 


dress with blue and purple flowers and green 


hands 
mannequin wore a 
The dress was 


With it. 


shoes. and 


leaves on a white background 
trimmed with green and blue ribbons 
white gloves, 


she wore purple 


blue jewelry. 


By CLARA BALDWIN 


Poppy Our lantern-color 


Peter 


“Bamboo and 
travel silks by Hedges open the 
\ltman Third Floor Fash 
ions’ was the caption for a colorful 
at B. Altman. Display Director 
used an Oriental 
the tloor, a 
and bright 


sCasOT) 
with a new glow 
window 
Anton Heller 


motif with straw mats on 


screen of natural wood and cane 
paper lanterns suspended from. the 
Behind the wall 


beac k 


lanterns 


ceiling screen, the window 


was a deep grey that receded into the 


ground. kor the display pictured, th 


[Please Pade 60] 


furn to 


—At top left, by Gene Moore, Bonwit Teller 
... Top right, by John Liles, Franklin Simon... 
Bottom left, by Anton Heller, B. Altman 

Bottom right, by George Fiehl, Tailored Woman 
.. . Opposite page: Top, by Henry F. Calla 
han, Saks Fifth Avenue Center left, by 
Laurence Bartscher, Henry Bendel . Center 
right, by Paul Vogler, Lord & Taylor . Bot 
tom, by Tom Lee, Bergdorf Goodman 

Photos courtesy Virginia Roehl Studios, NYC— 





Frederick & Nelson's Sales 


QORDINATION 1s the major them 

of the merchandising symphony played 

by krederick & Nelson, Seattle, where 

perennial award winning display director 

Sjursen and his competent staft 

are among the most important members of 

the ensembl: lhere are no soloists in retail 
elling. 

Playing together in unison at the purse 
trings ot the Seattleites are all advertising 
media and display tacilities, trom the bill 
hoard at the city’s outskirts to the ledge in 
lront of the sales countet With such con 
tinuous harmony as this there 1s bound to b 
applause at the climax of ringing cash 


\ites thr biliboards, 


tising and other media have completed their 


newspaper adver 


hare of the selling operation, display takes 

at the windows or sometimes the 
to bring the potential 
customer onto the main floor, up the escala 


treet and sidewalk 


tors and out into the selling departments on 
every floor lhe same theme, whenever 
teasable, is related throughout the entire 
elling operation 


[he display department, with which we 
are particularly interested, has a two-fold 
responsibility, according to Mr. Sjursen 
‘rirst, of course, we must help sell our 


Display Takes Its Cue 


From billboards to sales counters, media coordinate merchandising 


activities ... Display has two functions: To sell goods and build store 


prestige . . . House furnishings, men's wear have separate units 


. . . Full time display copywriter on staff 


stores goods and services We attempt to 
accomplish this as simply and dramatically 
as possible, bearing in mind the merchandise 
which we are offering for sale. All prop 
erties, colors, signs and price tickets are 
designed to enhance the merchandise by 
pointing up its fine qualities and, we hope, 
to bring the customer into the store in a 
buying frame of mind.” 

“Our second responsibility, and we teel 
it is equally important, is imparting to the 
public the ‘personality’ and ‘character’ of 
Frederick & Nelson. Some of the more 


important qualities which we try to reflect 
through our displays are: 1. A quiet dignity 

without being stuffy — that assures the 
customer ot fair treatment. 2. Confidence 
in the quality and price of goods offered for 
sale. 3. According of the latest of the ever- 
changing styles in all merchandise. 4. A 
readiness to accept our fair share of civic 
responsibility. 

In the organizational setup, the display 
department, at present, comes under the 
general supervision of the general merchan- 
dise manager, to whom all matters of policy, 
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Harmony { 


budgets and other major decisions are re- 
ferred. The store has been operating without 
the customary sales promotion manager tor 
the last two years. 

Handling of the day-to-day business ot the 
display department is accomplished by 
means of a group which consists ot the 
various display department managers, the 
fashion coordinator, divisional merchandise 
managers, display stylist, display copywriter 
and the display supervisor of the suburban 
store. 








This group meets once each week, and 
with the monthly advertising plan _ before 
it, makes out the display schedule tor the 
coming week and generally outlines the 
following week. Major promotions are, of 
course, planned much turther in advance. 
Requests from individual buyers for window 


or interior display space are fitted into the so nee, ie 
schedule in accordance with the overall plan. Ae eae oT » , 

Themes are generally decided upon by the 3 fy! i 
display department managers after the group 
meeting where the salient points of the 
merchandise and best means of emphasizing 
it are discussed. 





< SPECTACLES DE PARIS 


The display copywriter, mentioned betore, 
devotes her full time to writing display 
copy. This developed from years of dis 
satisfaction with specialized advertising copy- 
writers with whom the display department 4 Xe _ 
needs came last, Mr. Sjursen adds. The | Mae gore ROI D'ysh 
“head” display stylist also has both a win- ; “sit en 
dow and interior display stylist under her 
supervision. 

Also within the framework of the display 
department is a homefurnishings unit, the 
head of which is charged with the responsi 
bility of meeting with the home furnishings 
coordinator and buyers, to determine their 
needs and report them back to the display 
managers involved. This same general pro 
cedure is also followed in the handling of 
mens apparel. 

An example ot how a central theme is con 
veyed throughout the store is the three dis- 
plays pictured here depicting the annual 
“Open House” flower promotion. This Au 
gust storewide promotion commences in the 
windows of both the downtown and subur 








ban stores and is reemphasized in the column 
and ledge displays in the interior as well as 
the special areas adjacent to the escalators 
on all floors. Departmental promotions, such 
as the annual January white sale, is con 
ducted similarly so as to usher the cus 
tomer to the point-ot-sale. 

The other grouping of photographs con 
tains outstanding examples ot Mr. Sjursen’s 
distinctive display ability. Three ot them, 
those containing men’s wear, ladies swim 
suits and ladies’ sportswear, won first prizes 
in the 1958 International Display Contest 
sponsored by DISPLAY WORLD lhe 
other is a dramatic setting of ladies’ even 
ing wear. All show a consistency ot effe 
tive merchandising that indicates why Mr 
Sjursen was the top award winner in the 
1957 display contest and ran a close fourth in 
1958 
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ODAY when the downtown department 
threat 
shopping 


store Is Tacinyg itS most serious 


from suburban stores and 


centers, display 1s more important than ever 
will go downtown to shop, 
stores, Ik the total 
a pleasant and mean 


Despite the 


betore People 
vill travel to the big 
hopping experience is 
convenience, 1 


lan al 


shop 11) 


mngiul Conic 


formality and sociability oft shopping, 
custome! vill continue to large 
tores [TF this shopping 


brings drama. glamour and excitement into 


department kind ot 


their lives 


IX earch \¢ ATS CAarryinlp Oot at thi 
that 


ypomyg to the 


(enter continually reveals shopping 1s 


no mechanical attair ot retail 
item 


trom the days ot 


outlet merely to purchase a_=egiven 


krom the earlest times, 


‘Pe MELE THE fgg RIVE 


YOu 


hopping: 


Aloof or 


By WILLIAM CAPITMAN, President 
Center for Research in Marketing, New York City 


Display has a vital role in combating coldness of self service 


shopping experience in modern centers as well as downtown... 


Major conclusion is that merchants must care about community 


which they serve and show it in their windows 


the Gsreek agora and the medieval fairs, 


people have come together ostensibly to 
and 
in an atmosphere ot 
Were this not 


would be in tat 


trade but actually to exchange 


culture. to be 


news 
together 
and liveliness. true, 
dread ot 
such devlopments as closed circuit shopping ; 


Raiety 
retailers greater 


completely automatic vending stations, etc. 
\s it is, the shopping center errs on the 
side ()T coldness. 


tact 
mterior 


lack of personal sales con 
modern architecture and 


design, a drabness and sameness 1n 


and, despite 


and depart- 
both the su- 
burban store and the downtown department 


presentation of merchandise 


mental differentiation. kor 


store, where self selection has, of Course, 


vital 
warmth so 


made mroads, too, display can be a 
factor in combating the lack of 
prevalent in today’s shopping experience. 
Display im the store, particularly if it is 
skilltul, 


takes the shopper 


thoughttul, individualized display, 
out ot the rut, the same 
lite. In our research we 


otten hear this type of comment : 


Hess ol everyday 


“TT love to shop. It’s such a reliet to get 
away trom the house and the kids, I feel lik 


mans WAAR “Soe 


I'm getting out of jail when | can get my 
mother to come over and watch 
| get on the bus and go downtown.” 

“Do you get the 
shopping at the 


them and 


(Interviewer: 
pleasure 


salle 


from local shop 
ping center?’ ) 


“No, [I don't. 


center are too 


The 


much 


small stores at the 
alike. prac- 


tically the same things at each store and 


You see 


it doesn’t seem as exciting as at the down 
town stores.” 

This shopper has voiced the widely held 
conception that the localized shopping center 
has stores that are more or less similar and 
that they carry merchandise. She 
misses the excitement ot the 


similar 
drama and 
large store. 

It would appear that while the downtown 
store needs colortul display to tulfill its role 
as the and drama, the 
smaller store or chain store in a shopping 
But display tor 
the chain store must be carefully designed so 
that it does not reintorce the feeling of an 
impersonal chain. 


place of romance 


center needs it even more. 


Studies we have done in 
new shopping centers show that, despite the 
advent of self-service and _ self-selection, 
than ever 


Shoppers 


people are, if anything, 


anxious tor the 


more 
personal touch. 
their 
not want to be 


believe in own individuality and do 


treated as one of a mass 
This is particularly true when they are shop 
ping for personal apparel, for things tor the 
house, other 
individual items that are sold through 
small shops in centers or strips. 


for gifts, and tor the various 


very 


In a recent study conducted by the Center 
among five major supermarket chains, com 
paring the personalities of individual stores 
within the 
found that 
personalities to the 
brand new 
mechanical 


locality, we 
definite 


chains in a given 


shoppers assigned very 
(One 


with the 


stores. store, a 
latest 


fixtures, 


One, equipped 


features and display 
Was seen as dirty, crowded and unpleasant 
by the shoppers. Another store, in the same 
chain, and equipped and laid out in the same 
manner, other hand, as 


was seen, on the 


spacious, triendly and enjoyable for shop 
ping 
Many stores to 
different pet 
Among them were the attitudes 
ot the manager and personnel, the proximity 


to competition, the siting of the stores. But 


factors caused these two 
have, tor the consumer. such 


sonalities. 


also, importantly, was the degree to which 
the store participated in local activities. 


\mong the major conclusions to our study 
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Personal? 


was the necessity tor 
sound a note of 


display which would 
community involvement. 
The store which gives care and thought to 
window displays, with themes drawn from 
community drives and events, will create a 
feeling among the shoppers that this is no 
shop run by outsiders tor the benefit of out- 
siders. We found that many shoppers re- 
gard chains as antagonists, out to con them 
into unwary purchases, to trap them into 
foolish decisions. But, on the other hand, 
the consumer is anxious to respond to any 
sign, any symbol of regard and consideration 
tor her problems and well being. 
Not only supermarkets, but any 
large or small, 


store, 
will gain considerable good 
will if displays themes and 
from local history, native landmarks, 
customs and traditions. Thus, tor example, 
a back-to-school window becomes not a 
routine affair of meaningless pennants and 
piles of books, but an invaluable testament 
to the sensitivity of the store, if the windows 
show blown up photographs of local children 
at local schools, well known 
or portraits of popular teachers with quota- 
tions from them or biographies about them. 
Mother’s and Father's Day promotions can 
be treated in this personal manner, as can, 
in a light hearted fashion, 
days as Valentine's Day 


choose ideas 


local 


campus spots, 


even such holt 
with reproductions 
Fourth of July 
popular 


of local trysting spots, or 
with honors given to some ot the 
fire companies. 

theatre, 
horseshows, dog 


Summer Shakespeare testivals, 
the circus, 
shows, all offer the 
tunity not only to capture the aesthetic ex 


citement of these events but also to partici. 


shows, art 
displayman an oppor 


A 
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pate in the social and cultural lite 
community. 

Never betore has there been such need tor 
personalized, individualized display. People 
respond more than ever to the 
and taste of the individual display director 


The caretully thought out interior and win 


imagination 


dow display, right for your particular store 


and community, 1s more important than eve 


—Excellent examples of civic windows are 
shown on these pages . . . above, by Everett 
W. Quintrell, Elder & Johnston, Dayton, Ohio 

Below, by Julius E. Steinberg, Filene’s 
Boston . Opposite page: Top, by Thomas 
Comerford, Lit Brothers, Philadelphia — 
Bottom, by J. T. Chord, Stix, Baer & Fuller, 

St. Lovis— 
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AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


GUN TACKER 


Use where lighter, shorter staples are needed. 
Ideal for mounting crepe paper, cloth window 
dressings and wall posters. 


sie T-50 
a “GUN TACKER 


Use where heavier, longer staples are needed. 
® ideal for assembling floats, store exhibits and 
show exhibits. 


HT-50 
HAMMER TACKER 


Quickly and securely staples with each blow. 
Ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required.. 


: ONE-HAND OPERATION— 
Frees other hand to hold material being tacked 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16" from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
3/16" to 9/16" leg lengths, for every purpose. 


Sold through jobbers 
Write for catalog 
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—Tom Hughes, left, of Garrison- 

Wagner Co., St. Louis, takes the oppor- 

tunity to chat with George H. Wagner, 

display director for Brandeis, Omaha, 

Nebr. at the Spring Market Week in 
New York City— 























Display Guild at their annual party . . 


—W. R. Murray, right, sits at his 
new desk as sales promotion man- 


ager for Cain-Sloan Co., Nash- 
ville, Tenn. . . . With him is 
Wayne Foster, who was promoted 
to display director, when Mr. 
Murray was moved up after hold- 
ing that post for several years— 


—Display department of Wm. H. 
Block & Co., Indianapolis, was 
present ‘en masse’ at the Dec- 
orative Plant showroom during 
Spring Market Week .. . Left to 
right are: Don Shelby, Block's; 
A. J. Roeder, display director at 
Block's; Louis Bernstein, Decora- 
tive Plant, New York City; and 
C. Clarke, Block’s— 


fs 








ter. 





Photographs for this page are always 
welcome —the more informal the bet- 
Simply address them to DISPLAY 
WORLD, Cincinnati |. 








—Celebrating Christmas Hawaiian-style were these members and guests of the St. Louis 
. On the left, the door committee composed of, left 
to right, Les Wipperman, Jr., Don Zork and Frank Harrison, greet guests upon their entrance 
to the ballroom .. . Center, the planning committee poses at the party ... They are, 
standing, left to right, Roland Grossberg, Carl Baum, Ronald Brummell, Mr. Wipperman 
and Mr. Harrison . . . Kneeling, Mr. Zork, Harvey Aguado, Vice-President Lynn Hickman 
and President Horry Guest . . . Right, Mr Hickman, Christmas party chairman, gives 
attendance prize to one of the guests— 


—The Japanese gentleman and lady 
have good reason to smile as Kurt 
Tannhauser of Kaytee Imports, Inc., 
New York City importer of decora- 
tive novelties, signs an order for more 
than 50 per cent of the total output 
of the Japanese firm he visited on a 
recent trip to the Orient— 


—August Macaluso is the new south- 
eastern sales representative for Adler- 
Jones Co., Chicago. He was formerly 
president of the display manufacturing 
firm. He will be accompanied by his 
wife on three annual tours of the south- 

eastern states— 
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Vizupoles. 


... this pole plus 











this locking principle... 
allows you to create 
any display effect 
imaginable 


No special tools are needed to assemble a 
Vizupole unit. Brackets, lateral joiners, and 
display attachments lock securely into the 
full-length vertical Vizupole channels with 
the simple twist of a screwdriver. Vizupoles 
are available with either a tension spring 








for quick installation and removal, or with floor 
and ceiling flanges for permanent fastening. 





A JA ~~ 


Mainottice 





Single-pole Vizupole displays are particu- 
larly effective in windows and for special 
interior effects where space is at a pre- 
mium. Vizupoles are available with a 
complete line of Darling forms and ac- 
cessories for fashionable apparel mer- 
chandising. Display units are quickly 
interchangeable, make Vizupole displays 
ideal for seasonal selling. 





NEW YORK CHICAGO 
47 W. 34th St 222 W. Adams % 


10S ANGELES 
1828% Flower S 


Cameron Mcindoo tid, 490 Adelaide St W., Toronto 28, Ontay 


DISTRIBUTORS IN ALL PRINCIPAL CITIES 


Bronson, Michigan 


me eee mm ee 


Lateral joiners (of same channel as up- 


rights) lock into Vizupoles to create, 


frames of any desired size for perf board 
or decorative panels. Convert otherwise 
waste area into productive display space 

equally effective in windows or interiors. 


Send for FREE Vizupole display manual 
showing dozens of actual uses for this 
flexible new medium. 


lipo COUPON and MAIL TODAY | 


ee ne mem ee meee 


L. A. DARLING COMPANY 
300 N. Matteson St., Bronson, Mich. 


Piease send complete information on Vizupoles 


NAME 
COMPANY 


ADDRESS 





Animation was achieved by 12-inch oscil- 


e 
A t | lating fans hidden at the sides of the displays, 
US ca la Nn OO OWS giving the effect of water current moving sea- 
weed and kelp, made by shredding green 
opaque plastic, plastic “air bubbles” suspended 
° above the diver and fish of various sizes sus- 
NM erwater Mi rac eS pended trom the ceiling. This effect was 
assisted by green fading lights in four stages. 
In the center a washing machine pumped 
water through a plastic pipe running up 3 
feet above the machine and giving the impres- 


MONG THE MANY outstanding exhibit 
booths at the Australian Industries kai 


Fair exhibit for Stampco wash- 





at Melbourne last March was that cre ing machines achieves unique sion of water falling from mid-air. A_ beau- 

ated by D. A. Warden of the John W. Stamp titul mermaid and a treasure chest added 
Pty Ltd., Melbourne, manufacturers of indus- deep sea effect in nylon mesh- lurther to the dramatic underwater treatment. 
trial machinery and Stampco washing ma This exhibit display, which in this case re- 
platen covered windows at sides a quires accessability on three sides could be 
Pictured here is the exhibit, its floor plan : ; i easily adaptable to an island exhibit for middle- 
and a photo of one of the two window-type Many animation ideas con- of-the-floor space by making the side displays 


displays incorporated into the sides of the a yee ' into “corner windows” and placing additional 
heii y rneos ats material on the center panels at the rear. 

fhe front of the exhibit, as you can see, 

devoted to the demonstration of the firm's 
vashing machine The two front wing walls 
vere painted in watermelon pink with white 
trim. Showeards on these walls were mounted 
on panels set out 2 inches from the wall 
anid emphasized by phototlood globe lighting 
from behind 

lhe map of Australia in the center of the 
tand was painted m mid-blue with candy 
tripe machine recessed behind map revolving 
on a turntable turning three times a minute 
lo lend a modernistic touch, colored ping 
pong balls threaded on plastic cord were 
vlaved out trom the machine at = various 





angles Lhe balance of the floor arCa Was 
devoted to working display models 
Underwater miracles by Stampco” appeared 
at the top of the recessed trames of the scenes 
at each end of the stand. A tremendous under- 
vater haze effect was achneved with the use 
of nylon mesh material stretched taut between 





these trames 

Kight 150-watt photoflood globes with re- 
Hectors m each hay were operated by a rheo- 
tat unit from the center of the stand. A 
rheostat also operated 24 2.5 volt bulbs lighting 
24 star fish, 12 in each scene. This gave a 
twinkling effect to the base of the display 

lhe back wall was treated with green 
metallic crushing foil and a wrecked galleon 
im) third dimension. 
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Manufactured only by 
CREATIVE PROMOTIONS OF CALIFORNIA 


Eastern Distributor 
DISPLAY MFG. 





EMPIRE co., INC. 





ANCHORAGE 


3820 GROVE STREET, OAKLAND 


CALIF. 45 


WEST 


34th STREET, 


NEW 


TG@uS F. Be FY. 


DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


Tri-Ad Fixture & Store Supply 


2205 Sunrise Drive 


CALGARY, ALBERTA 
McDermott Display Co. 


902—9th Ave., West 


CHICAGO 
The Fixture Mart 


314 W. Jackson Blvd 


CINCINNATI 


General Display Co 


25 Opera Place 
CLEVELAND 


Standard Displays Co 


1397-99 W. 9th St. 


MARCH, 
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COLUMBUS, OHIO 

Paul Lugger Displays 

2781 West Broad St. 

DALLAS 

Marshal E. Moody Co 

1106 Jackson St. 

DENVER 

Decorative Materials & 
Sales Co. 

51S Arapahoe 


FRANKENMUTH, MICH. 


Bronner Display 
121 East Tuscola 
FRESNO, CALIF. 
V/ax Studio 

1436 West Weldon 


HONOLULU 
Bader's Display House, Ltd 
1049 Alakea St 


LONDON, ONTARIO 
Madison Display 
Wellington & York Sts 
LOS ANGELES 

Decter Mannikin Co 
1000 S. Los Angeles St 
LOS ANGELES 

Syd Jackman Co 

822 S. Los Angeles St 
LOUISVILLE 
Myers-Thompson Display Serv 
319 West Main St 


MEDFORD, OREGON 
Sim's Cycle & Hobby 
23 North Fir St 
MONTREAL, P. 9. 
Hollinger Displays 
1449 St. Alexander St 
NEW YORK 


Empire Display Mfg. Co., 


45 W. 34th St 

OKLAHOMA CITY 

E. B. 'Jack'' Castle 

2| W. Main St 

PHOENIX 

Model Manikin & Display 
Service 

1405 E. McDowell! Rd 


SAN FRANCISCO 


Sylvan Cohen Displays, Inc 
254 Sutter St 


SEATTLE 
Ross Display Material Co 
1409 Seventh Ave 


VANCOUVER, B. C 
King Agencies, Ltd 
114 Water St 


WICHITA 
Grove D $piays, in 
S19 E. Second St 
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...Here 
and There 


DISPLAY 


via The Sunline 1 
Me 4 f t= ~~’ ’ ef i 


0k 1b 


Zt 


$$ CONSTITUTION 


() ATTRACT potential customers, The American Export Lines 

presented an irresistible window to Washington, D. C., pedes- 

trians, in a zone where competitive transportation offices are 
humcrous 

fhe display was a window-within-a-window, and was designed 
by Tom Lee, Ltd., of New York City. The over-all window was 
lined in midnight blue with a toot-wide border of sunset-red 
between it and the inner window. In this field of red, and spaced 
acre the top in bold white letters (not shown in the photograph 
directly above) were the words \MERIK AN KXPORT LINES. 
elow these words were parallel wavy lines, the lower in ocean- 
blue and the upper in white, as tor white-caps. 

lhe iner window, shown completely in the photograph, was a 
three-dimensional unit painted inside and out with turquoise blue 
except that its floor was made up of large black and white tile 
quares 

Spaced across the top ot the back wall in 10-inch white Roman 
letters was the word ITALY. Beneath it on the left stood a chalky 
white section of columns suggesting Pompei. Opposite the top of 
this structure in brilliant yellow were the words “via the Sunlane 
Route, American Export Lines” and, blocked one under the other 
in large matching letters were “SS INDEPENDENCE” and “SS 
CONSTITUTION,” 

In the center ot the window was a golden-yellow wicker basket 
piled high with oranges, apples, lemons, pomegranates, and grapes 
of white, black and purple varieties. This composition was inter- 
spersed with vines and a few white blossoms; and ribbon streamers 
found their way along the floor some of them russet, some 
white and some green 





Above the fruit basket was a large, sharp photograph of the 
Italian shore line (Isle of Capri) and beside it, in the space below 
the printed words, was a larger photograph of Rome showing the 
historic Castel Sant’ Angelo in the background. 

At top right is a photo of the institutional window that was 
the talk of Christmas-shopping spectators at Asbury Park, N. J., 
where Edwin A. Natter and his display staff created this unique 
window for Steinbach Company. In conjunction with the store's 
88th anniversary celebration, the window depicted the store and 
surrounding buildings as they appeared in 1870, the year the store 
was founded. 

The buildings were constructed to scale from an old lithograph. 
All buildings were three-dimensional and glass was used in the 
windows. Behind each window was a room, complete even to wall- 
paper — made from colorful ticking — on the walls. 

Also made to scale were bolts of fabric, small hats, laces and 
small flowers as merchandise in the 1870 Steinbach window. In the 
grocery chain store can foods were made trom wood doweling, 
painted bright colors and labels were pasted on them. Baskets 
of oranges and apples were actually beads painted and_ stacked. 
There were also bags of flour and sugar made of muslin. Copper 
pots and pans were found in an antique shop to be in the proper 
scale. The candy store window contained small cakes in the win- 
dow made of styrofoam and decorated with bead candy. 

In front of the miniature store building were figures ot papier 
mache, painted with tempera paints. Their faces were sprayed 
with clear plastic to give them a porcelain-smooth finish which 
added to their delicate appearance. 

According to Mr. Natter, their clothes took quite a tew even- 
ings at home to make. The small prints, laces, edgings and 
beading had to look just right. Most of the materials were bought 
in the hat district of New York City. For authenticity, History 
of Costume books were used for research — but only for the styles, 
not the designs. 

Heinrich Offergeld, display director for Kaufhof, Gladbach, 
Germany, came up with the novel idea tor displaying children’s 
apparel in the display shown at bottom left. 
tion of the toy train. 


Notice the construc- 
As you see, the engine is made from a 
straight-back chair, an ash can and a vase. The cars are laundry 
baskets. Only the wheels were made in the shop. If you can't 
find a use for this idea in your windows, at least tell your children 
about it. 

A newcomer to our pages is this display at bottom right by 
Luis Vangieri for La Reina, Buenos Aires, Argentina. This wed- 
ding display combined display of wedding dresses with large por- 
traits of recent brides taken by the store’s photo studio. It ts 
noted with interest that appearing in the window 1s a small card 
identifying Mr. Vangieri as the displayman. The window ties in 
with a spring bridal festival. 








you use it--- 


it's SELL-SA 





BECAUSE NOTHING SELLS LIKE GOOD DISPLAY! 





New Starlite Fable with 4 Separate Adaptations... designed to move merchandise 


Nothing ever introduced in the display field 
has received a more enthusiastic reception 
than The Starlite Merchandise Table! Field 
reports from every type of retail store show 
that this unit moves merchandise in big vol- 
ume. Display managers like The Starlite be- 
cause of its smart lines, its easy assembly 
(which permits seasonal displays), its sturdy 
construction, and its versatility (superstruc- 
tures may be added within minutes for selling 
any merchandise! ). 


Stores sell more with 
Displays by 


(Table without accessories) 


ONLY 


9950 


25” x 49” 
30” x 60” size 


only $3950 


The Starlite Merchandise Table has self-leveling 
floor glides, brass ferrules for kick-plate protec- 
tion, 2” deep hardwood rim, and is finished 
beautiful Blonde Tan Shor-Tex 
Frost Walnut finish. Manufactured by 
makers of the quality “Shorcase” fixture 
IMMEDIATE DELIVERY. 

DEALERS IN PRINCIPAL CITIES 


the 
line. 


DISPLAY CASES & TABLES FOR EVERY NEED! 


i iiagys 
7 ll 





SHORE WOODWORK CO. 








ONAL! 





. with legs of 
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By RUSSELL SHAW, Display Director 
Dickson & Ives, Orlando, Fla. 


Ideas for effective display 
helps are all about you... 
Imagination, ingenuity, your 
only limitation . . . Don't 
hesitate about re-using props 


N TER 
. 
\ . 


1s laced vith 


1959, the display di 
another yeat 
which he will be contronted 
“prop problem.” Week 


( hanges, spe 


pre sent 


vindow changes, seasonal 


al promotions keep him on nevel ending 


earch for new ideas. This is a_ problem 


hairs. 
draw 


hich accounts tot 
Atty ~uITe Wi 


Ipon our ingenuity and on every resource at 


many ot our grey 


must continually 
ur command 
| acl 


nied Tat a de: 


time certain merchandise 1s sched 


inated window, the display 
director must proceed to plan the window, 


to go into the creation of props which wall 


bring thre merchandise to the attention ot 


the prospective customers, to make it de 
| wish to emphasize here 
first be 
and prop 
This is the only 
effectively 


irable to them 


that the merchandise must selected, 
and thie 
lrinalt 


hier hanadise Call bye 


window theme must be 


around 11 way 
presented in 
a window display 

le irst Sometimes an 


must come the idea 


idea is born as soon as the merchandise 1s 


elected t inspired by the Wie! 
the style, ad 


brand 


may he 
chandise tse lt, La the tabric, 


vertised characteristics, originality o1 


pane kor mstance, Samsonite stresses the 


trenegth of its luggage. We have used a 


Cutout of an elephant with one toot on top 


ol a suitease, and a figure of the ringmastet 


cracking hy 


whip. urging the elephant to 
that 


prospec live 


rest his entire weight on Poot, to im 


pres pon the customer this 
outstanding quality of the product 
Phe progressive displayman must he 


the alert tor 


eve;r 
Wieas I-vervthing about us 


teeming with thousands ot ideas tor dis 


1ptet \ Wi 


or Course, an 


only have to use our eyes, and, 


alert and receptive mind, to 


capture these impressions and size them 


lip a potential Mleas tor display themes 


ban thy 
little time and some 
will be able to 
adapt them to display 


apprentice [| would say, it takes a 


practice, but SQgon You 


pot good ideas and suitably 
You must train your 


visual sense to work tor vou at all times 


Whenever a tresh idea comes to your mind, 


vhether vou are m the movies, 


or just betore you tall asleep at night, 


write | down, because good ideas AT ¢ 


lhen place them 
this file 


elu (TiC « they CSCayy 


im a tle tor ready reterence. In 


| eep Tew spapcr ¢ lippings, Cartoons, sketches. 


anything which might conceivably contribute 
to window display themes and ideas. | can 


not imagine a display department operating 


without such an idea til 


38 


out walking, 


You would be surprised to find how many 
ideas you can find in a drapery shop, in the 
patterns in the fabrics. By using these de- 

benefit of the 
You can 
one pattern, paint it into a background scene, 
and duplicate one 

\s the display 


WalCs, 


signs vou are deriving the 


artistry of top designers. select 
motif tor a prop. 

you his 
open for 
look tor materials 
which can be worked into original displays, 


salesman shows 


keep an eagle eye ideas. 


Use your imagination 
susceptible to variation 
And, of 


constructed oft 


lor props which are 
Course, there are 
mate- 
duplicate, 
Select 
in mind these questions, 


“Whyr can 


and adaptation 
many 
rials 


props already 


which you cannot possibly 


ready to set in your window. these 
caretully, keeping 


“How?. “When?” 


he used 


and they 
You do not have to hesitate about re-using 
When | first became a display di- 
| thought it would be a reflection on 
my mgenuity and originality to use the same 


props. 
rectol 
prop twice. We worked feverishly to build 


a different prop every week for every win- 


dow, and some of them were complicated 

Betore long 
props! I got 
rid ot which later I wished tervently 
that | had kept. I learned that 
he used over and over, and each time appear 


You can repaint them, use 


and time-consuming to build 
| had a warehouse full of 
many 


props Can 


tresh and new 
different 
in many 


types of tollage and change them 
For example, one Christmas 
we purchased three Gothic 
tor Christmas We converted 


kaster by 


Ways 
window props 
them tor 
spraying white and highlighting 
with gold, decorated with Easter lilies. With 
lilies of the and fern, they made a 
lovely wedding window prop. 

| wish | could 
show you the 


valley 


take you 


Variations 


Into our shop 
and and construc 
tion of the many props which we build every 


vear. [| estimate that we build 80 per cent 


of the props we use. That is why I firmly 


helieve a display director, whether he is in 
charge ot a 


retail outlet. 


large department Store or a 


must have some first hand 


knowledge of carpentry, electrical work, 
lighting, color harmony and balance. Natur- 
ally, in many display departments the props 
are built by shopmen or prop builders, but 
the display director needs a knowledge of 
these things to design and blueprint 
props. Personally, | 
thing for the 
apron on 


good 
good 
director to pet his 
while and 
own ideas as he goes along, to work out new 
concepts of display. 
Draw 


believe it 1s a 
display 


once ma create his 


materials in 
your own store. | often use yardage, draper- 
ies, swaths of material in connection with a 
prop. Even if the material is expensive, 
the completed prop is inexpensive in com- 
parison with the cost of a comparable ready- 
made prop if purchased. 


upon the resources of 


In your shop you have certain stock ma- 
terials always on hand. There is the bin ot 
currently in season, bin of wall- 
paper, rattan displayers, screens, props and 
gadgets tor various types of windows such 
as nautical. 
idea by just 


foliage 


Many times you can glean an 
looking through these bins. 

I am sure every display shop has on hand 
grape roots and manzanita trees which can 
always be used effectively in many ways. 
Manzanita trees can be decorated with dif- 
ferent types ot flowers and toliage to create 
beautiful trees. 
any color desired 
will never peel off. 


They can be spray painted 
with latex paint and it 

Here is an important 
tip on building props with manzanita trees 
or graperoots. They are very hard and it is 
impossible to hammer a nail into the sur- 
With an drill, drill a_ hole 
into the wood just a little smaller than a 
screw or nail, and then insert the screw or 
nail. In this way there will 
never be any bent screws, bent nails or 
split wood. This must be tol- 
lowed when nailing bamboo, to prevent split- 
ting. Once in awhile you will come across 
lumber which is so hard that 
will be forced to use the drill before 
nail into it. Another trick to use 
with hard wood is to blunt the tip ot the 


face. electric 


hammer the 


procedure 


a piece of 
you 
you can 


DISPLAY WORLD 











nail a little with your hammer, and it will 
plow its way through without cracking the 
wood, 

But, of course, the old “stand-by” in prop 
building is laminated paper or wallboard. 
There is almost no limit to the props which 
can be built from this material. It is easily 
handled, and professional looking props can 
be built without a knowledge ot advanced 
carpentry. I cannot imagine a display de- 
partment functioning without a good supply 
of laminated wallboard on hand! I judge 
that we use this wallboard in the construc- 
tion of 85 per cent of our props. 

You can draw out your designs on the 
wallboard, or use a blowup machine. After 
the design is sketched, lay the board flat on 
your work table, cut it out with your cut- 
awl, then back it up with 1l-by-2s. That 1s 
nail a l-by-2 around the edges, and cross- 
ways if necessary, to make a frame which 
will prevent warping. It is most essential 
that this procedure be tollowed in the con- 
struction of any prop built of wallboard. 
Then, of course, it can be painted and 
suitably decorated. 


[ wish I could present hundreds of pic- 
tures or descriptions of props which could 
he constructed trom wallboard, but space 
will not permit. The picture here shows 
one simple prop we constructed with this 
material, which proved very effective. This 
was designed for a nautical window, show- 
ing swim suits with a South Sea island 
tropical design. We constructed the South 
Sea island trees from wallboard, backed 
them up, and spray painted with green, high. 
lighting with brown. We strung a grape 
vine through the trees and hung Spanish 
moss trom the vine. We used tall grass at 
the base of the prop. The background scene 
painted on seamless paper is a sky scene, 
with an ocean scene below. 

You must be able to see the possibilities 
in all types of unlikely material and convert 
them into selling displays. In a recent re- 
modeling of our store, the executive offices 
were paneled in a walnut veneer. We took 
some of the left-over panels, cut them into 
stylized trees, and decorated with fall foli- 
age, for a very attractive prop. We con- 
structed a series of props from the white 
plastic used with fluorescent tubes tor ceil- 
ing illumination. Some of this was left 
over from the remodeling, and we purchased 
some additional sheets, when I realized the 
possible uses of this material for display. 
For the first props we framed a square of 
this tile with 1l-by-2s, then nailed this frame 
to a “%-inch pole. We sprayed them and 
wired a bouquet of spring foliage in the 
center, 

This was a simple prop, but a very nice 
one. To the apprentice | would say that 
sometimes a simple prop is even more ef 
fective than an elaborate one. You can 
make a simple panel with wallboard, 2 feet 
wide by 6% feet high. Cover it with wall- 
paper with a motif in keeping with the type 
of merchandise, add a touch of decoration or 
cutout motif, and you will have a nice prop. 
\lso, a simple wallboard tube covered with 
wallpaper, or with seamless paper painted 
with appropriate design or motif. can be 
one of the most effective props you can find, 
as well as the easiest to prepare. 

The key to the prop problem is creative 
HWnagination. 
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Dont Be Switched | _. INSIST ON A PROVEN PRODUCT 





SEAMLESS 


Available in the following 


@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
107 in, width x 50 yds. @ Sheets 26 in, x 40 in. 
@ Scatter for your floor 
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SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card... Jobber Inquiries Invited 


BULKLEY DUNTON & CO., INC. 


Bulkton Display Division 
ole] i 8 My: 74-7) CORRY, PENNSYLVANIA 
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MERCHANDISE—YET ECONOMIZE! 
ILLINOIS BELL DISCOVERS HOW 


[( ontimued trom page 25 | 


placed in the window. Thus 1t 
kitchen 


generally 


Va that a complete modern Was 


erected it} thi windo Vy to promot 


phone sales a bedroom suite to extol 


the virtues 


Mannequin’s clothes are usually bor 


sf) Gti 


rowed as well, leaving only signing and art 


as direct costs 


section of 


Zichal, 


lhe exhibit and display 
Bell is 


di play 


headed by ernest 
supervisor 
assistant vice-president for public 
W. J. Peak. The supervisor's immediate stall 
consists of a copywriter and four demonstra- 
This group coordinates plan- 
advertising, merchan- 
dising Most of the dis- 
plays are built by outside suppliers from ideas 


IBT’s display 


tion technicians 
ning with the utility's 


and sales sections 


and suggestions developed by 


group. In addition to window and sales dis- 


plays this group 1s also responsible for various | 
trade show exhibits, lobby displays and posters | 


for business othices 

Budget for the exhibit and display section 
is broken down into specific categories with 
amounts allocated to each. ‘Thus, there are 
estimated amounts for window displays, trade 
exhibits, open house units, Museum of Science 
and Industry The 
examined quarterly and re-adjusted according 
to the at that time. Events calling for 
displays above and beyond expectations as re- 
flected in the 
rately by top management. 


displays, ete. budget 1s 


VIeCWU 


budget must be approved sepa 


lop personnel of the section meet regularly 
for discussion of current and projected assign- 
with the display supervisor discussing 


wlicies of the company and 
| ' 


micrits 
trends, themes, 
methods of interpreting them via the display 
merchandising 


medium lt is not always a 


problem; in fact, many of Illmois Bell's units 
are of an informational nature used in lobbies, 


central 


lhis idea of informing its customers about the | 


telephone hbusimes and its 


has long been part of Bell System public 


relations policy and the display and exhibit 
media is a major channel for implementing 1t 
his belief that all 
business m begins with 


public ap 


policy stems trom the 
a democratic country 
and 

that 


tell the public what its 


public permission exists by 


proval. It follows business should be 


cheerfully walling to 


what it is dome and what it 


With the 


practically a duty 


policies are 
to do 
this 1s 
lhe Illinots 
bility and costs with the 
Western 
“You 


scrence 


hopes Bell telephone Com 
PredT ite . 
also shares respons! 
\T&T Company and 
the extensive 
at the Museum of 
in Chicago. Some 20 
them of the 
audience participation type, make up this pre 
\ll of them are of the informative, 
type and tell the 
dialing, calling, etc. to 
2,000,000 people annually 
Informative displays of a similar nature are 


ComMpally 


electric Company for 


| elephone™ exhibit 


and Industry 


large exhibits, virtually all of 


sentation 


non-commercial story of 


overseas well over 


used in the company’s extensive “open house” 


program, whereby customers, school groups, 


civic organizations, etc., tour a central ofhce 


te set how telephone SCTVICe 18 rendered 


40 


kitchen wall 


of a bedroom extension phone and | 


linois | 
known as | 
lie reports directly to the | 
relations, | 








ofhices and other appropriate locations. | 


varied operations | 
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Your New York BUYING GUIDE 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. Ask for information. Recommended by 
N. R&R. D. G. A. 





Arts & Flowers Displays, Inc. 
43 West 56th St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Display, Inc. 
133 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 
Imports from all over the world 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 3!st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Glass Floats and Nettings, Bubbles in all finishes, 
Natural Shell Novelties, Apothecary-Show Globes, 
Laboratory Glassware, Jewelstones, Prisms, Wire- 
goods. 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 








Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeies 1113 S. Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 
of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 
Miya Company, Inc. 
39 East 28th Street MU 5-351! 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 


WI 7-7618 











Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 
MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 


Send for Free Color Card 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


It's Always MARKET WEEK in New York 
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...and the finest 


DISPLAY RESOURCES 


There has never been any question about the completeness and 
diversity of display facilities in New York, which enjoys generally 
accepted recognition as the display center of the world. Here you will 


find the best in display equipment, decoratives and accessories created 


by companies of fine reputation for originality. You can do a better 


‘display job for your store by working with these alert display houses. 


A * Dt ee se ee a 


IT’S ALWAYS MARKET WEEK IN NEW YORK 

















NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


INDUSTRIES 


NATIONAL ASSOCIATION OF DISPLAY 











MARKET WEEK: Intermissions 
shert duration in show business, 
and also in the display (One 
scason completed leads to another almost in 
tandem style. So with the winter season 
at its ebb, it’s time to start contemplating 
about the next It gets launched, with 
full colors flying, when NADI 
Market Week for fall and Christmas. 

The “Keel” for this exhibit was set 
at a mid-January meeting of the Market 
Week From now until June, 
it's men-at-work to bring you the best in 
displays. Show will be June 21-25. 
Show site will be the spacious Conrad Hil- 
Featured will be dis- 


UNE 
are ol 
business. 


one, 


stages its 
next 
(ommiuttee 
dates 


ton hotel in Chicago. 
play lines for coming selling seasons by the 
nation’s leading creators and producers. 
For this show, the budget to publicize it 
will be bigger than ever. A special teature 
will be an additional during-the-show pro 
motion to which all pre-show advertising 
will dove-tail and which will carry the cen 
tral show theme through the entire Mar- 
ket Week period. Exhibits will occupy the 
entire lower lobby of the Hilton plus the 
the elegant third floor. 
areas throughout the Hilton 
exhibitors to set up displays 
just as they will be 
Chi- 
cago, in June, will be where you can see how 
display increases retail sales volume poten- 
tial. Plan to come, for this is the industry's 


large ballrooms ot 
High 
will 
in full 


appearing in stores later in the year. 


ceiling 
enable 
dimensions 


big show 

POST SCRIPT: Did you read the inspir- 
ing and challenging articles by Leo J. Fidler 
in the December and January 
DISPLAY WORLD? Mr. Fidler is presi- 
dent of Timely Service, Inc. and an NADI 
member. Both have snipped 
out and are now clippings in our idea file. 

One article described the “Seven Steps 
up the Ladder of P-O-P Creativity.” One 
part of it really made you take personal in 
wading in and dis- 
How? “Shop Fifth 
start brainstorming sessions gO 


issues of 


articles been 


ventory. It concerned 


covering new ideas. 
avenuc 
to trade shows like the packaging show, the 
art director’s show, the NADI show buy 
tickets to GIGI” All part of what Mr. 
idles “Developing the Creative 
(limate in 

There is just one spot to add to Mr. Fid 
ler’s sample list of places to visit. It’s the 
Design Center tor Interiors on Kast 53rd 
street in New York City, down the block 
Cecilia Staples’ headquarters. The 


calls 
Rusiness.” 


rom 
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(enter displays to fullest advantage the best 
products of all related industries — furni- 
ture, fabrics, wall coverings, floor coverings, 
lighting, decorative accessories and basic 
materials. The panorama, in the central ex- 
hibit area, has contributions from several 
NADI members. It features new trends in the 
interior design field. Be sure to see the De- 
sign Center when you are in New York City. 

THE MONTH WAS DECEMBER: “I 
Remember it Well” — and this lead is pro- 
vided by Gigi, which I saw one night in 
December when I had time on by hands, 
with no evening paper to read. Everyone 
missed the newspapers either as shoppers 
or vendors. Yet retail sales in the New 
York City area boomed despite the strike so 
that this Christmas closer scrutiny will be 
directed by management to the promotion 
budget. How much better sales would have 
been with newspapers available, nobody 
knows. Money not spent because of the ad- 
vertising black-out will show up in better 
operating profits. Some may find its way 
to other media. 

How display filled the gap is hard to 
evaluate? Radio and television didn’t do it. 
The reason: choice and medium grade time 
for radio and television was booked long 
before the retailers started making emergen- 
cy bids for it. As for display, the strike was 
in full swing during a season when display- 
minded stores really shine so that, for some 
stores, this link was present in the merchan- 
dising chain. ‘That’s one side of the coin. 
For the other side, and this is the evalua- 
tion, if a store didn’t have distinctive dis- 
plays and if it lacked the flexibility to im- 
provise to fill the gap, then the handicap of 
no newspapers plus poor displays was hard 
to surmount. 

FLOWERING FIDDLE: Genuine violin 
planters made by the John J. Calborn Com- 
pany, Columbus, Ohio, have been brought to 
our attention as having display application 
possibilities. The “Flowering Fiddle” 
planters are genuine violins made to be hung 
on walls. In the violin is a cleverly con- 
cealed waterproof cannister to hold trailing 
vines, ivy or flowering plants. 

The interesting thing about this item, from 
a marketing standpoint, is that the manu- 
facturer was taced with the loss of a big 
part of the violin market due to competition 
from abroad; so they started to make “flow- 
ering” fiddles in addition to “playing” fid- 
dles and now business is humming again. 
Sales are by mail order. 


Here is a situation where a new product 
application was conceived to boost sales 
volume. Many items in the display field 
have similar potential, and mail order is one 
way of expanding distribution economically 
for growth-minded producers 

All of which brings up something that 
can be added to our program of activi- 
ties at NADI under the heading of “foster- 
ing the industry.” Fostering can be par- 
tially accomplished by sharing and ex- 
changing ideas. New products or old prod- 
ucts in new applications often trigger 
ideas; ideas that become beautiful win- 
dows. The publicity facilities of the NADI 
are offered to anyone interested in trying 
to reach the trade with any item or idea 
with display application potential. We 
will spread the word for you. 

BULLETIN BOARD: Word of job op- 
portunities on file with us the past month, 
some employers and employes have made 
known personnel wants to us and we were 
able to arrange several interviews. We 
have also been able to assist in several in- 
stances where buyers were looking for sup- 
plier sources. The NADI Buyer’s Guide is 
a handy reference book when where to 
get a display item becomes a problem. The 
P-O-P Directory, published by “Spot” maga- 
zine, is also a good reference source. There 
is a definite need for a comprehensive in- 
dustry guide that would include everything 
one would want in the display field. It 
should include everything made by members 
of the three display associations, NADI, 
POPAI and NAPD. 

LONDON DISPLAY SHOW: The Na- 
tional Display Equipment Association, our 
English counterpart, is having its market 
week, February 23-26, at the Russell hotel 
in London. We hope their show 1s a big 
success. 

NEW YORK SHOWS: This is the busy 
trade show season in New York. Many 
NADI members participate in some of these 
trade exhibits. At the New York Lamp and 
Home Furnishing Show in January, the fol- 
lowing NADI members were among the ex- 
hibitors: Puddu and Martinelli and Frederic 
Weinberg Company. Among the exhibitors 
at the National Retail Merchants Associa- 
tion Convention were the following from 
NADI: W. L. Stensgaard and Associates, 
L. A. Darling Company, U. S. Display Com- 
pany, Morgan Sign Machine Company, Rey- 
nolds Printasign Company, Showcard Ma- 

[Please turn to page 56] 
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For a Spring sales Stimulus... 


offer realistic Spring Blossoms by Calart. Always a top- 
favorite for Mother’s Day gifts. 


See our display at the following shows: 
DeTROIT: Sheraton Cadillac Hotel, Rm. 808 
KANSAS City: Hotel Continental 
MONTREAL: Show Mart 
Boston: Parker House Office Building, Rm. 311 


MINNEAPOLIS: UMAGA-—Booth 4B5, 4th floor ballroom. 
Dyckman Hotel 


PHILADELPHIA: Ben Franklin Hotel, Rm. 418 


California Artificial Flower Co. 


400 Reservoir Avenue e Providence, Rhode Island 





CALART REPRESENTATIVES 


*W. L. Ash *J. Gordon O'Brian Herman Zanders 
16142 Burgess 104-5 Merchandise Bldg. 1532 West 64th Street 
Detroit, Mich. Minneapolis, Minn. Kansas City, Me. 
- *William Westall *Paul Hildebrand 
Erie Bataille 216 Terminal Sales Bldg. 338 Merchandise Bldg. 
Km. 509-511 Seattle, Wash. Dallas, Texas 
225 Fitth Avenue 
R \ A ae *Walter Fritchie *Henry Miller 
an Gas ; 14 School Street 1507 Merchandise Mart 
; Boston, Maas. Chicago, Ill. 
Lewis Fox 
22160 Curtis Jack Michelson John Tatman 
Detroit. Mich. 0305 Tippett Avenue 529 Carol Court 
Baltimore, Md. Northbrook, Ill 
John MacCallum R. T. Pickering *Bert Lewis 
») Sais Avenue Cinderella Road 137 Wellington Street, W 
San Anselmo, Calil Lookout Mt., Tenn. Toronto, Canada 


*Denotes Showroom Facilities 

















Your center for display industry in- 
formation . .. headquarters for locating 
supply sources ... sponsors of June and 
December Market Weeks yearly. 
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EXECUTIVE OFFICES 
HOTEL NEW YORKER 


SUITE 419 
NEW YORK 1, N. Y. 
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NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
fer your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 
@ Easily holds 12 copies 

@ Keeps copies clean 


@ Handy for reference 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI I, OHIO 


each postpaid 
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—The Kiamy Kiddy Kable Kar is quite an attraction for children to ride up to the children's depart- 
ment on the mezzanine. In the back is the men's department— 


KI 


"Give it a whirl," said Joe 


Kiamy, when it was hinted his 


By JAY B. SNOW 


store needed drastic changes 
in windows and interior .. . 


Results: a display success story 


Ok KIAMY, owner of Kiamy’s Cancella- 

tion Shoe Store im _ Phoenix, 

decided to make some drastic changes 
in his windows and interior displays 

In the past, numerous sales banners and 
featuring rock bottom prices and 
other such always’ brought 
when it was 


signs 
slogans, had 


the desired business. But 


MY'S: 


Ariz., 


.. Glorifying of 
Through Better 


hinted to Mr. Kiamy that the shoes them- 
selves were presented in the windows in 
an almost drab, colorless fashion — he lis- 
tened ! 

Regretably, some businessmen are reluc- 
tant to change and hard to convince of the 
importance of changing routine ways of 
doing things when times and _ conditions 
change. But not Joe Kiamy. 

His answer to the suggested window 
change was, “Let’s give it a whirl.” 

The first window was made up of gold 
flooring, orange sprays of flowers running 
up strands of gold ribbon that went from 
the floor to ceiling. It was a tar cry and 
radical change from the usual cancellation 
store window that had its chief appeal to 
price, 

Commenting on his store's new display 
climate, Mr. Kiamy said, “To me it is only 


—A view of the women's section and front door with the diagram showing locations of competitive 
shoe stores— 
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reasonable to assume that since we carry 
the finest brands of shoes, this high grade 
merchandise should be presented to the 
public by attractive windows. In this man- 
ner, good shoes will have more appeal to 
people wanting and wearing quality foot- 
wear, even though we do sell at less than 
original prices.” 

The second window went all out in 
creating a rich atmosphere for fine shoes. 
A wine background and flooring was used, 
with a wide, gray, crumpled edging framing 
the whole window. The one large and two 
small perforated boards were also covered 
with wine crepe and edged in gray. Chinese 
lanterns were hung here and there, and 
many vari-colored tiny Chinese parasols 
were placed here and there among the shoes 
adding a small finishing color touch. 

specially under lights this window 
brought out the colors and beauty of the 
shoes shown. Lots of shoes were shown, 
but grouped in tight units to get away from 


Quality Shoes 
Display 


the look and feel of a bulk window. 

The results were immediate. Passersby 
began shopping before the window was near 
completed. Better still, sales were made. 
ne customer saw a red reptile pump and 
came right in to buy it. It had been shown 
in the window for two weeks previous, and 
she went by the store every day, but the 
settings and backgrounds had not been 
appealing enough to stop her betore. 

Since a Cancellation Shoe Store with out 
standing windows was a departure from the 
usual presentation, the windows were care 
fully checked by the Kiamy force. The 
results of the check were most satisfying. 

Mr. Kiamy realizes the results of good 
windows, like the results of good advertising, 
cannot always be valued on a day-to-day 
basis. Many times, good ads are run, and 
three months later someone will come in 
asking tor the shoe advertised. The same 
is true of windows. If an immediate sale 
is not made as the result of a good window, 
it still creates interest in the store, and 
places a desire in someone's mind for this 
shoe or that —and a tuture sale. 

Regardless of whether women buy a $2, 
$20, or $50 pair of shoes, dress, or bottle 
ot perfume, they all like to feel a sense of 
pride in their purchase. If merchandise is 
shown in the atmosphere of “something 
special” not only the merchandise will be 
something special to the customer, but the 
store itself. 

Over the tront door inside the store, Mr. 
Kiamy has a large map of downtown streets 
and little flags designating the location of 
other competitive shoe stores and depart 
ments. Phoenix is a city of many tourists, 
and many of them especially comment on 
the courtesy of such an idea. 

Week to week the windows and interior 
displays are being made still more attractive, 
and business is better and better at Kiamy’s, 
where quality shoes are now displayed in a 
setting befitting such quality. It was glorify- 
ing Cancellation shoes by better windows 
that helped turn the trick! 
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Display Directors Love 


BUTLER 


= Display Products 






Butler Stands for Service! 











JOHN LILES, Display Director, FRANKLIN SIMON, New York, and 20 Branch Stores says: 


‘Being on Fifth Avenue focuses the eyes of the world of display 
on us. We like to do our windows with Butler's Sunfast Seamless 
and co-ordinated color specialties because of their versatility. 
Whether one or all of their 47 colors are needed, we have 
learned through experience that the Butler distributor delivers 


quality products every time and on time.” 


Superior Fashion Colors - Superior Service - Superior Rigidity - Superior Uniformity Super Sunfastness 








WRITE OR WIRE COLLECT FOR FREE SUNFAST SEAMLESS 
SWATCHBOOK AND CATALOG OF DISPLAY SPECIALTIES . 
and name of your nearest Butler Distributor 














BUTLER PAPER NEW YORK CORP. 


655 Madison Avenue, New York 21, New York 
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CONTEST 
CORNER 


SILK DISPLAY in the Woodward & 
Lothrop kleventh and Ff street cornet 
window won the 1958 International 
Silk Association Contest for ali stores in 
the world except Greater New York, carry 
Ing a prize ol $1000 It was executed by 
Display Director George K Payne, his as 
istant, Robert Griffith, and other members 
of the store's display department 
QJut of the middle of the sea a_ bizarre 
mermaid had lifted her graceful head and 
houlders, painted upon the back wall’s 
eascape. Her chin was the tapered end of 
a pertect epge shaped silk cocoon, beige 
colored, and tilted at a winsome angle. A 
nasque that covered her eyes Was a speckled 
huttertly whose teelers subtly suggested fea 
tures and eyebrows Matching butterflies, 
one at each side of the head, served as hair 
bows, and a giant Monarch butterfly simu 
lated an exaggeratedly feminine hat. An 
other butterfly hovered in the open sky above 
the “mermatd.,” 
hor the third consecutive year Tony 
Markus, display director tor The White 
ltouse, San krancisco, has won. the 
$1,000 first prize in Shulton’s Old Spice tor 
Men Father's Day window display contest 
His display, which will be teatured = on 








DISPLAY WORLD’s cover soon, was 
chosen best of those submitted by depart- 


ment stores in cities of over 220,000 popu 
lation, 

Winning first prize of $1,000 in the same 
contest for department stores in cities un- 
der 220,000 population was Herb Krofft, dis- 
play manager tor Bintz Bros., Zanesville, 
Ohio. His winning display is at bottom 
leit 

Other top winners in the contest were: 
Larger cities: second, Mrs. Virginia Sal- 
vagio, assistant display manager, Loveman’s, 
Birmingham, and third, C. Kent Cazier, as 
sistant display director, Z.C.M.1l. Depart 
ment Store, Salt Lake City; Smaller cities: 
second, Edward Ilten, display manager, The 
Killian Company, Cedar Rapids, lowa, and 
third, Julien Lee Wright, display director, 
KIlis-Stone Company, Greensboro, N. C. 








A first prize of $250 has been awarded the 
Cain-Sloan Company of Nashville, Tenn., in 
the Armstrong Cork Company's Master Dis- 
player Tournament tor Deltox Fibre Rug 
displays. W. R. Murray created the winning 
display in this large-store category. It is 
pictured at top right. 

William Raulerson was the guest of An 
toine de Paris tor a two week vacation on 
the Riviera and a visit to Paris as result ot 
his winning display for Burdine’s, Miami, 
in the Bain de Soleil display contest. The 
display is pictured at bottom right. 

At right center is the display that won 
second prize nation wide in the Lilli Ann- 
KILM contest. The store 1s Craigs, Hous- 
ton, Texas, and the talented display di 
rector, Zane J. Semander. The prize was 
an expense paid trip for two to the Carib 
bean. 








trtfllh,. cccetees 


(\ Introducing the 


<_ Wren Air-Brush 


an exciting new concept 
in air brushes 


You will find the Binks Wren Air-Brush a craftsman’s 
instrument in every respect. It is perfectly balanced for 
effortless use. It is built for long, trouble-free operation 
by the originators of spray equipment used by leading 
industrial and automotive finishers the world over. 

The Wren Air-Brush will apply any sprayable material. 
Infinite air and fluid adjustments let you spray small 
dots, fine lines, stipple or broad blend effects. Works from 
small air compressor or bottled air. Color bottles are 
interchangeable. Nothing can spill. 


Ask your supplier to show you the new Binks Wren Air- 
Brush and attractive styrene carrying case. If he does 
not have it in stock as yet, contact your 

nearest Binks Branch Office or write direct $ 95 
to the address below. Complete informa- 14 
tion and name of nearest supplier will be 

sent by return mail. 








(suggested retail 
9158 “y - price for gun 


| va and % oz. bottle) 
Binks Rae TT 
>) Wren Air-Brush 


EVERVTMING FOR ee 





Check these outstanding features 

¢ light, molded nylon handle « fine air adjustment 
© finger-ease trigger © instant fluid adjustment 
¢ interchangeable color bottles (% oz. furnished 


wWIIiazitiien Binks Manufacturing Company —% end 2% os. evallabich ¢ durable, teracd 


3124-32 Carroll Ave., Chicago 12, Ill. aluminum body—copper tone anodized 
REPRESENTATIVES IN PRINCIPAL US. & CANADIAN CITIES « SEE YOUR CLASSIFIED SP DIRECTORY Lemmenememenn — 





























Grecian Key Design Hardboard Panels 


Create distinctive and ef- 
fective backgrounds, screens, 
displayers and framed panels 
and screens with versatile 
Grecian Key Design Hard- 
board Panels. The classic 


Grecian Key design (shown 


rarirt 
ee 
rarirs 
ee 
rarirs 
ee er 


one-half actual size in illus- 






tration at left) harmonizes 
perfectly with almost any 


merchandise. Clean cut. 







regular lines center attention on the merchan- 


dise displayed as illustrated in photo at right. 





Grecian Key Design Hardboard 
Panels 


No. HD-3— Sheets of 1% inch stock 


dg $9.95 


Packed 6 sheets to carton. Packing 
charge of $2.00 on less than full 
cartons. 


Grecian Key Design Tek-Wood | 


Panels 
No.HD-4 Sheets 43°, inches by 


17%) inches. a6 ~ 
Per emect.....cccccces $3.95 
Packed & sheets to carton. Packing 
charge of $1.50 on less than full 


cartons. 


Write Today for FREE Catalog 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. 
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Display Center to Provide 
f | | a Variety of Services 


¢ The Display Credit Association, Inc., 
which recently announced that a Display 
Center, featuring offices, showrooms and 
an entire floor devoted to exhibits, will open 
at 400 Eighth avenue, New York City, on 
April 1, is planning additional features and 
services for the new project. 

Maxwell A. Sturtz, director of the associa- 
tion, advises that the reception which has 
The Bliss SEELINGRILL revolutionizes all con- | been accorded the announcement of the 
cepts oh wdiedions trimming. i hee hoe do. | formation of the new Canter nas bees most 
. : : : | gratifying. On the one hand, an entire floor 
signed to give maximum use of horizontal 


, ; | of offices and showrooms has been rented 
space without cluttering the floor. and additional requests are being received 
and space allocated. 
































The association, says Mr. Sturtz, will pro- 
vide many additional services, all aimed at 
focusing attention on the Display Center. 
The Center will furnish a telephone answer- 
ing service for all firms having showrooms 
and offices, and will accept mail directed to 
its exhibitors at the address. <A central in- 
formation desk will also be maintained on 
the exhibit floor, at which will be availa- 
ble the catalogues of all display firms 
furnishing same to the Center, whether they 
be exhibitors or not. For exhibitors only, 
the Center will also keep on hand a supply 
ot each firm’s order blanks. 





Not the least of the services to be provided 
will be a library and research room, in 
which will be kept all of the latest publica- 
tions relating to the display field. The li- 
brary and conference room will be available 





for the use of all display LTOUDS, for their 
meetings, without charge. 

The Center will also maintain a register 
for freelance displaymen, window installa- 
tion firms and display builders throughout 
the country, including the fields in’ which 
they specialize, the localities which they 
cover and the range of their experience. 

An employment service will also be pro 
| vided, and persons requiring employment 
, : and firms having need for the services of 
The Bliss STO-WAY Grill has been de- | display personnel will be invited to make 
signed to give maximum variety and 3 | 1.6 of same. 
speed of trimming in the minimum space. 


Firms having thus tar taken space are: 

Artificial Plant Co., Chagrin Falls, Ohio; 
Austen Display Co., Inc., New York City; 
Harry Berkoff, New York City; Bulkley, 
Dunton & Co., Inc., Corry, Pa.; Butler 
Paper New York Corp., New York City; 
Commercial Art Shop, Charlotte, N. C.; 
Decorative Novelty  S Inc., Brooklyn; 
Flair Plastic Mannequins, Inc., New York 
City; Grace Letter Co., Inc., New York 
City: Kenbury Glass Works, Inc., New 
York City; Lustra Cite Industries, Inc., 
Brooklyn; Madisonia Manikins, New York 
City; Metal Display Novelties, Bronx 

Mileo Mannequins, New York City; Mit 
ten’s Display Letters, New York City; Re- 
liance Intercontinental Corp., New York 
City; Reynolds Printasign Co., Pacoima, 
Calif.: Louis Schneider Corp., New York 
City; Select Flower & Display Co., Inc., 


BLISS DISPLAY CORPORATION ity; Select Flower & Display Co. 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK Los Angeles; Spincraft, Inc., Milwaukee; 


| United States Display Corp., Copiague, L. 
EXeter 2-3890 ' I. N. Y.: Wing Master Co., Brooklyn; 


Yankee Plastics, Inc., New York City; 
Zaria Displays, New York City, and Homer 
*T.M. | Guck, New York representative for DIS- 
| PLAY WORLD. 





Practically every branch store built within the last five 


years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 
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IN STOCK FOR IMMEDIATE DELIVERY 


No. 3140 


LION'S HEAD SCREEN 


... Solid Walnut louvered screen with 
removable solid lower panel. . . 

has two large three dimensional lion's 
heads with rings in shiny brass plate .. . 
each panel 30" x 90". 


Complete two panel screen. 


$149,50 


DOERR and adssciatGe—Inc. 


Display Manufacturers @ Portsmouth, Ohio 
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POTTERS =< SILVER GLASS TINSEL” 


. Unmatched for sparkle ...truly economical... nothing, but nothing. 
wf can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors 


4 For longer lasting brilliance, silver is available in tarnish-resistant grades. 


* 
sa 


And, for displays that glow in the dark, ask about Potters Reflective Spheres 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 


awholly owned subsidiary of POTTERS BROS. INC. 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. Ii we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

{| Air Brushes 
| Airpainting Equipment 
|} Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin——Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
|} Display Letters 
| Display Racks 
| Dye, Rug and Carpet 
}) Enlarging Projectors 
] Fabrics and Trimmings 
] Flags and Banners 
| Float Decorations 
} Foils 
J 
J 
} 
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Glass Specialties 
|} Grass Mats 
|) Hosiery & Shoe Forms 
-} Lithographed Displays 
|] Mannequins 
|| Metal Sheets 
-) Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Plywood 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Screens, Display 
Show Card Colors 
Show Cards 
Show Cases 
Socks-—-Window 
Signs—Brass—Bronze 
Signs—-Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
| Store Designing 
| Store Equipment 
| Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 

| | Wall Board 

[) Wigs 

{ |] Window Lighting 
|] Do you wish a copy of their catalogue? 
|} Do you plan to remodel your store soon? 
[}) Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI 1, OHIO 
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Fashion Flips Switch 


By JACK CLINTON 


Women's apparel, household 
appliances coupled in display 
promotion by Walker-Scott, 
San Diego, Calif. . . . Out- 


growth of cooking schools 


ISPLAYS as unique as the promotion 
1) itself played a key role in the suc- 

cessful promotion of “Fashion Flips 
the Switch” by Walker-Scott Company of San 
Diego, Calif. 

The storewide event coupled women’s ap- 
parel with Sunbeam electrical appliances, with 
all ten windows and displays on every floor 
of the department carrying out the 
theme. Robert Sanchez, display manager, di- 


store 





rected display aspects of the promotion. 

It was the first time that Walker-Scott, a 
Brand Names Foundation certificate of dis- 
tinction award winner last year, has ever 
promoted a single brand name on a storewide 
basis and the event will be featured in the 
firm’s 1959 Brand Names award entry. 

Generous use of heavy gold mesh display 
cloth helped tie together the fashion and ap- 
pliance items in each display unit. Black 
display cards with bright blue lettering fea- 
tured the event’s theme and the slogan “Sun- 
beam appliances make it easy to be a fashion 
plate all the day long.” 

The corner window pictured here, featured 
formal dresses with such appliances as coffee 
makers, fry pans and griddles. Apparel in 
other windows included street dresses, suits, 
sportswear and negligees, all shown with ap- 
pliances. One small window combined cook- 
books and appliances. 

Displays on selling counters showed even 
more ingenious ways of relating appliances 
to fashion merchandise. In the toiletries sec- 
tion pancake makeup was displayed on a grid- 
dle and blended face powders were shown 
with a mixer and blender attachment. Fashions 
in coffee shades were shown with a variety 
of coffee makers. 

The promotion was described by store ofh- 
cials at the outgrowth of traditional cooking 
schools; and the resulting sales were said to 
be “hundreds of times more effective” than 
those from such schools. 

“We have taken the best points of fashion 
shows, housewares fairs, cooking schools and 
demonstrations to create a new idea,’ a store 
spokesman “While ‘big hall’ cooking 
schools create large crowds, this new approach 
kept a steady flow of trafhe for three days.’ 


said. 
, 


The new approach also gave the store's 
display department a chance to feature the 


promotion’s theme throughout the store. 
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St. Louis Display Guild 
Looks to Another Year 

After presenting recognition awards to 
19 non-members and 31 members of the St. 
Louis Display Guild at its Bosses’ Night 
banquet January 13, Guild President Harry 
Guest told of the accomplishments of the 
past year and pointed the way to new goals 
for 1959, 

As the first project of the new year the 
(,;uild has inaugurated a series of four meet 
ings entitled “Display Speaks.” The first of 
these was held February 10, with Findley 
Williams, former St. Louisan and now as- 
sistant to the president of Sears, Roebuck 
(company, as the guest speaker. It is hoped 
‘ot a copy of his talk may be secured for 
publication. 

The next meeting will be on March 1], at 
which time Al Bliss, head of Bliss Display 
Corporation, Long Island, will speak. On 
April 7, Nathan Silverblatt, managing editor 
of DISPLAY WORLD will speak. The 
series will close with an address by W. L. 
Stensgaard, W. L. Stensgaard and Asso- 
ciates, Chicago. 

Also on the club’s agenda for 1959 is the 
establishment of display classes in several 
of those agencies offering adult education 
classes. To provide further training tor 
Guild members, a “Display Institute” will 
be sponsored and will include training in 
merchandising, accounting, personnel selec 
tion, sales techniques and other areas neces- 
sary to success in visual merchandising. 

Contests will be sponsored “as a measure- 
ment of skill and to further gain the atten- 
tion of all... to focus all eyes on display,” 
Mr. Guest added. 

He concluded by announcing two new 
awards that will be presented at the next 
“Bosses Night” in 1960. They are: The 
Walter E. Zemitzsch Award, given by Wal- 
ter P. Zemitzsch in honor of his late father 
to the member of the Guild who contributes 
the most to his community during 1959. The 
I. T. Vierheller Award, given by Garrison 
Wagner Company in honor of its former 
president and board chairman to the Guild 
member who contributes most to the growth 
ot the Guild during 1959. 


Stover Joins Store 
In Quincy, Ill. 

Robert Stover, recently with Scruggs Van 
dervoort Barney, St. Louis, is the new dis- 
play manager for the State Street Store, 
Quincy, Ill. He succeeds the late Robert 
Matthews. 


King to Coordinate 
Six Penney Stores 
John King has been promoted by 

Penney Co. to the position of coordinator ot 
display and advertising for the six com 
pany stores in the Salt Lake City area. 
He has been advertising manager tor Penney 
in Amarillo, Texas, for the past five years 


Roberts Joins Blum's 
As Display Director 

Donald Roberts has been named display 
director for Blum’s, San Francisco. He was 
formerly assistant to Herb Raynaud, who 
left to become director of display for Nei- 
man-Marcus, Dallas, as reported 
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A. L. HANSEN MFG. CO. 





Pinned down sleeves 


go UP in ARMS! 


, my you can convert your SUIT and 
Shirt Forms from. stiff, silent 


statues into EYE CATCHING, 
LIFE and ACTION with ARMS. 


- = allow garments to hang smoothly 
and naturally without pinning 
down or padding . . . even on old 
out-moded forms. 


, = make SUITS, JACKETS, SHIRTS, 
etc. become ALIVE with ACTION 

. attract more attention... 

look better . . « make dressing 

all garments simple . . . Save Time. 


"ACTION ARMS" are made of wood and 
brass with 2-way bullet swivels that turn to 
180° and 360°. 


Easily attached to any form 
Only $8.95 pair 
UNCONDITIONALLY GUARANTEED 


Buy them at your dealer or order direct 





D | § 3 LAY Al D 5 ( 0 e 18115 MIDDLEBELT RD., LIVONIA, MICH. 


WINDOWS ARE THE EYES OF YOUR STORE... 








ATTRACT EYES TO THEM 











PUT THE “SQUEEZE” 
ON DISPLAY 
Ss 


anol Get simplified display 
tacking with fast, jam- 
| proof performance. De- 
eet signed with the display 
| man in mind to give you 
sturdy, lightweight con- 
‘aa struction and depen 


























Completely 
versatile 

36 different 
models and 80 
staple sizes for 
any tacking 
requirement 


ay Z 














SAVE TIME WITH 
HANSEN VEST-KIT 
Assures you of a handy sup- 
ply of staples at all times. 
Packed 1000 staples per kit. 
Slips into shirt pocket. 


5041 Ravenswood Avenue « Chicago 40, Illinois 


a im ea 5 ] 
HANSEN wow: TACKERS 


SIMPLE e SPEEDY 


°° SURE 
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Your Displays 





SELL MORE 


Color attracts customer attention .. . 
Enhances displays and helps to sell more 
merchandise! Try it. You'll soon see why 
color is such ao powerful selling tool. 


You Can Dolt BEST with 
BEST acromerie GOLOR WHEELS 


Automatic 

Unit consists of a 13° diameter plastic filter 
wheel having longer tasting, richer looking, 
plastic colors of red, blue, green, amber and 
straw. Revolving wheel is powered by I10 
volt, 60 cycle, self-starting synchronous motor. 
Unit includes rubber cord and silver and black 
wrinkle finish. Excellent where controlled auto- 
matic color changes are desired in places such 
as: store windows, night clubs, interior dis- 
plays, ballrooms, theatres, etc 


Only $22.50 


Prices Do Not Include Bulb 


ALSO 
BEST 400 WONDER SPOTLIGHTS 
BEST PEE WEE SPOTLIGHTS 
DISPLAY LIGHTING ACCESSORIES 


Write for Literature 


TheBEST DEVICES Co.., Inc. 


10921 BRIGGS ROAD, CLEVELAND 11, OHIO 




















BEST YET 
GRASS MATS 


BRIGHTENS ALL DISPLAYS 


3/4 x 6 ft. Most Popular—Mat Weighs 6 Ibs. 
High Tufted Stitched to Burlap. 


JOBBERS PRICES 
F. O. B. our Cincinnati, Ohio factory 


'O mats $2.40 each 
...$2.50 each; 6 mats....$2.75 each 


Burlap !8 colors 
Linen Theatrical Gauze — Fishnets 


VAN ARDEN FABRICS MNERS. 


Division N. Y. TWINE CORPORATION 
110 MURRAY STREET NEW YORK 7, N. Y. 


25 mats. 








Every Twine or Rope. Every Need. Buy Direct. 
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MAXIMUM VISIBILITY 
AT ROBINSON'S 


[Continued from page 17] 


line colors, with each section using a differ- 
ent decoration execution. The columns in 
the department are covered with ash stained 
in a light tone. Displays are arranged on 
top of cases, with the emphasis again on 
good visibility of both displays and of stock. 

The lingerie, layette, children’s and young 
people's apparel well as house- 
wares, toys, stationery, the restaurant and 
other departments are on the upper level of 
the store. 


shops, as 


A campus shop on the upper level has a 
strong masculine decor, yet it is youthful in 
appeal. Classic motifs create a campus at- 
mosphere. Two side panels which serve as 
backgrounds for displays, arranged on plat- 
forms in front of them have black and white 


murals. Flat Greek statues made of black 
wire are mounted in front of tongue and 
groove planked walls. A central tiered 


table permits the display of a‘ large selection 
of merchandise. Also, white plastic lami- 
nated tables are used for feature displays. 

In the high school shop, all merchandise 
is brought forward for immediate contact. 
In this department, a floral mural is painted 
on diamond designed upper walls. Open 
display areas invite browsing. Mannequins 
wearing featured costumes are arranged on 
top of floor fixtures as well as on a low dis- 
play platform at the entrance to the shop. 

(Children’s shoes are housed in an attrac- 
tive shop that appeals both to the children 
and their parents. Gay animals are sketched 
on back walls that have wide stripes in two 
tones of pale pink. An open divider at the 


left 1s decorated with animal cutouts. Dis- 
play shadow boxes are set into the wall, 
and an assortment of featured shoes are 


arranged in them. Other shoes are arranged 
on open shelf displayers set along the aisle, 
acting as dividers for the department. 
Unusual fixtures highlight the china de- 
partment. Inverted “T’’ counters serve as 
self-service fixtures, and have self-contained 
lightings. They are custom built to display 
breakable merchandise. In addition to 
those, there are drum-shaped display tables 


taced with wood paneling. These drum ta- 


bles, which border the shop, have white 
plastic laminated tops and channel legs. 
Wall displays are flooded with light from 


low light troughs, and, once more, displays 


are arranged for maximum visibility at 
eye level. Natural color woods are high- 
lighted by white plastic laminated panels. 


The background is of deep green tones, and 

painted border designs that 

neat and attractive department. 
Similar 


has create a 


border designs decorate olive 
green panels in the silverware department. 
And in this department, also, there are cus- 
tom The counters are 
richly grained and have high level display 
areas, where silver is displayed to maximum 
advantage on blue backgrounds. Rich blue 
is used also in the wall cases which are self 
lit to enhance the appeal of polished silver 
ware. 
Inside 


designed cases. 


the Robinson store in 
elegantly beautiful store. 
The exterior of the building has a massive 
facade, The tallest section is faced with 
polished stone or “Mosai,’ while the lower 


and out, 
Pasadena is an 


building is of brick with panels of the 
“Mosai” over the entrances. The brick fac- 
ing of the lower structure has an unusual 


treatment, with vertical lines of indented 
bricks. Every fourth brick in the vertical 
pattern projects out beyond the building 


line. A metal, open canopy surrounds the 
building, and brass fixtures are fitted into 
the metal canopy. 

Planter boxes and trees border the walk 
on both sides. Parking facilities are pro- 
vided on three levels in an open air build- 
ing, separated from the main store, and con- 
nected to it by ramps. 


Sales Promotion Center 
Now in Operation 

In its modern building of 61,000 square 
feet at 1200 South Figueroa street, in the 
heart of Los Angeles, between the Furni- 
ture Mart and the Statler hotel, the Sales 
Promotion Center is now open with a diver- 
sified list of well-kown names in the dis- 
play, graphic arts, advertising and merchan- 
dising fields, as follows: 

Able Photo Service, Commercial Photog- 
raphy; Ad-Art, Silk Screen and Posters: 
Alden Associates, Hawaiian Orchids and 
Leis; Bulkley, Dunton, Decorative and Dis- 
play Papers; Cutta, Brick Work En- 
gineering ; Mannikin, Women’s 
Mannikins: Display Masters, Display Spe- 
cialties; Dorn, Paints; Graphic 
Arts Center, Artists’ Supplies; Lor Sales, 
Men's and Children’s Mannikins: Merkle- 
Korff, Motors and Turntables; Meyer Shaw 
Print, Screen and Lithography: 
Mitten’s Letters, Display Letters; National 
Mat & Card, Poster Boards; National Wire, 
Custombuilt Wire Displays; Rhinehart Less 
er, Store Planning; Sidney Newhoff Asso- 
ciates, Point of Purchase Displays; Plastic- 
Cal, Display Fixtures; Lou Samuelson, Nov- 
elty Fabrics; Stylepac Box, Novelty Pack- 
aging: Reynolds Printasign, Sign Writing 
Machines; R-Tex, Display and Background 
Materials: Valley Finishing, Specialized 
Display Finishes; Warner Printing, Offset 
and Letter Printing, and Robert 
Weaver, Store Landscaping. 

It will truly be an idea center with libra- 
ry of current art, trade and business publi- 





sob 


Lecter 


Process 


Process 


Press 


cations, with conference rooms for meeting 


and planning sessions. In addition there 


will be on file a worldwide collection ot 
telephone directories assembled with the 
cooperation of Air France. This will be 


the first commercial establishment 


such a telephone directory service. 


having 


The center will be adequately staffed to 
provide clerical and telephone 
service and the tremendous interest for this 
unique facility confirms the need for it by the 
commerce and industry of the entire West 


secretarial, 


coast. 


Venetian Paneling Has 
Background Possibilities 

Introduced by Decro-Wall Corp., Yonkers, 
N. Y., is a new venetian three-dimensional 
plastic paneling that will have wide appli 
cation as material for display backgrounds 
and interior decoration. The panels 
l-foot square designs in 
combinations of black, gold and white. Con- 
tact the firm for the name of your nearest 
distributor and other information. 


store 


are comp sed ( it 
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Asher Company Issues 
Men's Wear Newsletter 

More than 5,000 copies ot a _ bi-monthly 
newsletter containing display ideas and 
other merchandising tips tor men’s wear 
stores is being issued by Asher Company, 
Fitchburg, Mass., manufacturers of men’s 
and boys’ slacks. “Retail News” aims to 
furnish and stimulate the busy retailer with 
a concise rundown of what’s new in all 
phases of the men’s wear business and how 
favorable influences can be adapted tor local 
use. 

In its first issue it recommends, “an art 
gallery background be simulated in _ the 
men’s departments, with props, paintings, 
sculpture borrowed from museums or art 
shops, for an artist’s eye theme in develop- 
ing the well dressed man.” 

Copies of the newsletter are available from 
The Asher Company, Advertising and Pro- 
motion department, 420 Madison avenue, 


New York City 17. 


Latest Satintone Line 
Announced for 1959 

Tie-Tie Gift Wrappings’ 1959 line of 
Satintone for store use reflected the general 
trend towards the luxurious. Featured 
among the new ribbons is Tinsel Stripe, rich 
colors shot through with gold or silver 
stripes. This new Tinsel Stripe is the same 
on both sides, and, like all Satintone, sticks 
to itself when moistened. The embossed 
Taglio designs have been expanded to 1n- 
clude decorative ribbons for all special oc- 
casions: Easter, Mother’s Day, Father's Day, 
Graduation, etc. For information, contact 
Chicago Printed String Company, 2300 Lo- 
gan boulevard, Chicago 47. 


Weyerhaeuser Folder 
Shows Hardboard Line 


A new four-color folder of hardboard ideas 
describes Weyerhaeuser’s Silvatek line of 
hardboards for display use. Product speci- 
fications are included for all items in the 
line: Standard Weytex, Tempered Weytex, 
Weylite (a lower density board), Perforated 
Weytex, and Weybase (floor underlayment). 
Write for your copy of Hardboard Ideas, 
to Silvatek, Box S, Weyerhaeuser Timber 
Company, Tacoma, Wash. 


Screen Processed Promotions 
Help Sell Everything 

Among the many promotional items 1l- 
lustrated in Dismar’s new 24-page catalog 
entitled “Sales Aids for Successful Selling” 
are a series of packaged display kits, de- 
signed to promote retail sales for every 
kind of merchant. Write for your copy to 
Dismar, A and Clearfield streets, Phila- 
delphia 34. 


New Dimmer Control 
Invented by Kliegl 

A new method of controlling levels of light 
brightness has been incorporated into a 
working dimmer, called the SCR Dimmer. 
It is less bulky than those now in use and 
weighs much less, Kliegl Bros., New York 
City lighting firm, states. Information can 
be obtained from the firm, located at 321 
West 50th street 
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DRESS-PANTY HANGER-FORM 


Ne wy @ @ @ For Infants’ Wear 


A Hanger and F 
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JOBBER 
INQUIRIES 
INVITED 





Unbreakable plastic. Fits ALL Infants’ Sizes. 
Dress-Panty sets look more attractive, sell 
faster on these Hanger Forms. 








Retail $15 per hundred 


NON-SLIP HANGER COVER 





Patent No. 
2828899 


Retail 
$8.50 
per hundred 


Fits All Hangers 


Prevents garments from sliding off hangers. 
Assorted colors. 





For free samples and complete catalog, write 


YANKEE PLASTICS, INC. sew vor« 1: wy. ¥. 











An SY vitalion oe 


3560 JEROME AVE.—212 STREET, BRONX 67,N.Y. Ki 7-2210 


See ...A Fine Selection of Polyethelene, Paper and Cloth Flowers 


Grass Mats of the highest quality — Many Display Accessories 


BRONX FLORIST SUPPLY CO. 


Visit our showroom at: 


and Foliages 








53 











For Mannequin 


WIGS 


No Measurements Necessary! 


Empire Cut 


Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN’S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver. 


Write for NEW 1959 Catalog 














HERZBERG-ROBBINS, INC. 


110 W. 30th Street, New York 1, N. Y.. 
PEnn 6-3585 | 





ORIENTAL and 
TROPICAL 
DECORATIVES 


BAMBOO and RATTAN POLES 
. . « per doz. $24.00 


shells, 
items. We can 
Write for 


Our specialty . 


Netting in assorted colors, star fish, 
leaves and many other exclusive 
supply your needs at lowest prices. 
circular 


BUY DIRECT FROM THE IMPORTER 


o 
an - Asia 
COMMERCIAL CO. 
Importers 
Exporters 
TROPIC ART 


16823 LAKEWOOD BLVD. BELLFLOWER, CALIFORNIA 


palm 
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In mid-’58 we took a critical look at our 
50 year old organization. We were prompted 
by the realization that interest was low... 
our membership was static . .. we were 
suffering loss rather than gain in membership. 

We looked around the country, too. We 
were advised this same condition existed 
nationally. Display people were losing in- 
terest in their professional groups all over 
the country. Some groups had even given 
up “the coil.” 

We took a bold step forward . . re- 
solving to “rejuvenate” our Guild. 

We worked hard, all summer, in planning 

then announced our “Point 
series of panel discussions. Our 


meetings 
of View” 
purpose was to re-attract the interest of our 
dwindling membership and to focus the 
attention of management folks on Display 

by participation in a program with an 
educational foremat. 

Perhaps you have heard, of our success 

where 20 to 40 persons (half of them 
members’ wives) attended early 1958 meet- 
ings . attendance broke all records. The 
first panel attracted over % 
and the quality of attendance was excellent. 

At the same time the social activities of 
the Guild attracted record support. Our 
September barbecue drew over 100 and our 
Christmas party 150. 

As we enter 1959 we 
greater growth New 
tracted by our new program 
course through our 50 year old body 
revitalizing our organization pushing 
us to new success.—Harry Guest, president, 
St. Louis Display Guild. 


session 


anticipate even 
blood . . . at- 
will 


All of us connected with display have been 
appalled when we have observed the low 
level of importance which management often 
places on display. Insufficient budget ap- 
propriations, low salaries discourage new 
blood from entering the field. Inadequate 
locations and facilities for display depart- 
ments are all problems with which we are 
confronted. 

These inequities under-evaluations 
of display—have long been the prime subject 
of conversation when two displaymen get 
together. But, all too often, it is the nega- 
tive, rather then the positive side which is 
discussed. And, if there is any constructive 
discussing it 1s kept within the “ranks.” 
The value of display as a selling tool is 
rarely presented to management. 

The point, then, is this (and let me say 
it in “caps’): WHAT THIS BUSINESS 
REALLY NEEDS IS A GOOD PUBLIC 
RELATIONS PROGRAM! 

Management consists of nothing more than 
people. And, it is our job to tell, and sell, a 
story to these people so that the importance 
of display can be re-evaluated. It is our 
responsibility (and no else will do it for us) 
to place display at the high level of execu- 
tive management which it deserves. 

This selling job must be done by 


these 


every 


displayman, every supplier and every manu- 
facturer who draws his living from the busi- 
ness. It should be coordinated and handled, 
I believe, by the National Association of 
Display Industries here in New York. It 
should be encouraged and helped by all. 
And, here is an outline of the steps which 
can be used to achieve success: 

1. A committee for a Display Public 
Relations Program should be established at 
N.A.D.I. headquarters. 

2. A contributory membership drive should 
be established. 

3. A mailing program should solicit mem- 
bership to this Committee among all manu- 
facturers, jobbers and displaymen. This 
mailing should outline and explain. the 
purpose of the Committee and the planned 
campaign and the need for funds. 

4. An advertising agency should be re- 

tained to schedule a hard-hitting, fact sell- 
ing trade paper and direct mail campaign 
on a continuing basis. 
5. The trade paper campign should be 
directed to top management, and ads should 
be placed on a scheduled basis in such trade 
publications as Department Store Economist, 
Women’s Wear Daily, etc. Direct mailings 
to management should be coordinated to 
tell the story of display in more detail. 

6. Displaymen should be encouraged to 

report “success” stories of display mer- 
chandising to the P.R. Commitee, since much 
of this is good material. 
7. A “Display Success Story” Award-of- 
the-Year should be established on the basis 
of the best reported incident by a displayman 
of how his display sold the merchandise. 

8. Facilities, which I believe are now 
under consideration by N.A.D.I1., should be 
established so that research on the relation- 
ship between sales and display can _ be 
studied and reported to management. 

9. Slogan stickers (perhaps this. one: 
“Display Is More Important Than Ever!’’) 
should be printed and distributed for use 
to everyone in our field. 

The above can be an immediate program 
of action. As a supplement to this, there 
is another far-reaching, constructive P.R. 
program which can be undertaken, but per- 
haps more slowly. It is the establishment 
of a display club in every major community ; 
a monthly meeting affair where all display- 
men can get together, have lunch, exchange 
views and have guest speakers. As a long- 
range objective, these local display clubs 
can actively participate in community affairs, 
such as fund drives, merchants’ days, etc. 
In this way, the displayman becomes a 
respected, important member of his com- 
munity.—Mark M. Wohlwerth, Merchandise 
Manager, Swivelite Division, Amplex Cor- 
poration, Long Island, N. Y. 





Bower Company Has . 
Polyethylene Pennants 


If you're in need of pennants for your 
outdoor promotions, Bower Company, Cul- 
ver City, Calif., has them. Previously made 
of cloth, they are now manufactured with 
polyethylene and are produced by the Flex- 
ible Packaging Division of Continental Can 
Company. They will last over three months 
under the severest weather conditions, the 
firm claims. Although specializing in serv- 
ice stations, inquiries from department stores 
are invited. 
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Markus Promoted 
By White House 


Anthony “Tony” Markus has been named 
general superintendent of The White House, 
San Francisco, effective immediately. Mr. 
Markus succeeds George Curnow, who re- 
signed. 

Mr. Markus, who has been for eight years 
the display manager of The White House is 
a native of Minneapolis, Minn. He was 





— Anthony Markus — 


educated at the University of Minnesota. 
He began his retail career in the display 
department of the Dayton Co., Minneapolis, 
and came to San Francisco eight years ago 
to join The White House as display man- 
ager. 

George Somers, formerly assistant dis- 
play manager, has been named to display 
manager of the store. Mr. Somers was born 
in Manila, P. I., and was educated at the 
University of California. He has been with 
the store for the past nine years. 


New Display Letters Mount 
On Curved Surfaces 


A flexible three-dimensional display letter 
for mounting on curved and other irregular 
surfaces promises to give the display indus 
try an added valuable tool, according to The 
Flex-A-Letter Company, 1803 East Brad. 
ford, Milwaukee, designers and manufac- 
turers of the new system. The rubber com- 
position letter is superior to wood, plastic 
or metal letters now in use, the company 
states. In addition, their flexibility opens 
up many new areas of use heretofore im- 
practical for display purposes, the firm 
claims. Samples are available. 


Richards Display Introduces 
Italian Import Mannequins 

An entirely new line of Italian imported 
mannequins and display fixtures, some strik- 
ingly velvet-covered, is now being intro- 
duced by Richards Display Co., New York 
City. Describing the line, Jack Jungreis, 
firm president, stated, “Now, for the first 
time, the fabulous mannequins of the well- 
known Rosa Manichini firm of Milan, Italy, 
will be available in the United States and 
throughout the Western Hemisphere.” Write 
to the firm at 1431 Broadway for additional 
information. 
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New! YOU CAN’T FAIL TO ATTRACT ATTENTION 


with This Sensational 


REVOLVING 


COLOR CHANGES 
oLe EVERY MINUTE 









PERFECT Fo 
RI 
CUTDOOR ri een, WINDow, 


any imaginative DISPLay 








This lantern is 
fascinating to watch... 
a tremendous selling AID! 


A rainbow of beacons continuously revolves flash- 
ing its attractive aura. The only limit to its uses is 
your own imagination! Lantern mounts easily by 
its hanging bracket. 10” high, 6” dia. Built like a fine 
watch for years of fool-proof operation. Weather- 


Don't Wait! Get the FACTS! °°" 
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/ . Seen in the better stores! 


* STAR MANNEQUINS, P. 0. Box 5, N.Y.C. 11 
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Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create 
impulse buying with its depart- 
mental listings and your adver- 
tisements. Write today for Acme's 
FREE folder “Selling Through 
Suggestion,” and the latest cata- 
log on directories and bulletin 


boards. 





ACME BULLETIN COMPANY 





37 EAST 12th STREET eo NEW YORK CITY 3 


FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZE2ERS 
& ELECTRIC COMPANY 





























#55 RIVER ROAD RIVER GROVE, ILL. 
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LOS ANGELES FORETELLS 
RESORT FASHIONS 





1 @ i! / / / rae — [Continued from page 23] 


| spirit of romance is glorified in extravagant 

ways to successfully excite many shoppers’ 

desires to participate beyond the unwritten 
boundaries of candy, perfume and flowers, 


which are so readily accepted by most re- 


tailing. 
a Advertising tie-in with the complete win- 
( ) dow and interior trim obtains amazing 
KRY LUM | results for all the departments of Hinshaw’s 


6 brilliant fluorescent col- to the point of being classified aS a major 
annual promotion. 


<a ors: green, lemon yellow, 
¢ Ke , . cerise, sunset gold, yellow Chis year's theme was “For your queen or 
, : orange, red orange. Add _king of hearts.” <A subordinate caption in 
’ ° , : , ; a a 
case dazzie. excitement. the _ the interior read, “Lovers’ Lane of Gifts, 
“e, Mom. ~ ; and brought several department: rether ; 
B L | > special sparkle of color | ‘cage epartments together as 
. : | groupings with elaborate Valentine trims. 
that glows in daylight to | ies Hii pest . 
ns wo interior displays are pictured here. 
FLUORESCEN! pans x all your display work — 
SPRAY paint ' posters, banners, exhibits, 


stencils, streamers, show 
RED ORANGE—622 iach bd booths. Use on paper, 


Me $10! 


This extensive effort, which even rivals 
the Christmas trim in opulence, however, 
returns gratifying results to all of the de- 
partments because all merchandise is subtly 
wood, glass, styrofoam. presented as a personal gift suggestion. 
DRIES IN minutes — DRIES IN Nibs Gomez, Jr. returned from Sears-San 


_ francisco to the southland to take the dis- 
MINUTES! play directorship of Sears-El Monte, the 


newest addition to their growing family 
KRYLON WORKABLE FIXATIF KRYLON CRYSTAL-CLEAR | here. In a series of interior trims, two of 
| which are shown, he presented sportswear 
Temporary protection for layouts. Dries Lasting protection for artwork, photos, | as calypso colors for men and women. These 
fast, odorless. No dribbling, spattering, ceramics, models, etc. Goes on clear, | were in moods popularly associated with 
color change. Perfect for rework. stays clear. Dries in minutes. Waterproof. | different familiar fruits and vegetables. 
They were lime, carrot, onion, orange, 

iF YOU PRIZE IT... KRYLON-IZE IT! KRYLON, INC., NORRISTOWN, PA. | W atermelon, tomato and strawberry. 
The respective color or colors in each 
trim was then identified by a cut-out of the 
| truit or vegetable in the merchandise repre- 
Crea fe S CC tac Ui lar sented. A barn yard atmosphere was added 
P | to each display by the presence of chicken 


and rooster cut-outs as well. 


e 

Fil | dD | “ | Kach letter in the word calypso was 

AS Ol a tsp a y | painted a different tone of the matching 
et 


ze’ | colors of the fashions. 
Sad otf | 


[et + 66 k ae Resort wear fashions at May Company- 
with P L ae | Wilshire on the Miracle Mile, not shown, 








also emphasized color by naming their 
Poly-Fol lifelike polyethylene plastic brightness as “jockey colors.” sarry Snider, 
foliage will give your displays that display director, incorporated line drawings 
magic “natural” appearance. of a jockey in complete riding habit match- 
ing the brilliant colors of the merchandise 
in the window. This produced an attractive 


. j i -com- : ad 
Poly-Fol is pitebte, nen-ce symphony of colors along the Wilshire 


bustible, waterproof; resists ‘pie-galt 
fading, dust and heat. Foli- boulevard stretch of windows. 
age and colors are so life- 

like since they are 


molded and matched | More "Spritely Kids’ 
from the living leaf. | Offered by Darling 


An all new series of “Spritely Kids” plas- 
tic mannequins is featured in a new bro- 
chure offered by L. A. Darling Company, 
Bronson, Mich. The newest members of the 
popular “Spritely Kids” family includes six 
new “Growing Girls” with wigs in the 2, 4, 
6, 8, 10 and 12 year age group; six “Grow- 
ing Boys” in the 2, 4, 6, 8, 10 and 12 year 

: group; three “Fraternity Preps” in ages 14, 
“g; Distributor Inquiries Invited 16 and 18 and four all rubber babies. 





— —_—~— 


All plastic figures are reinforced and have 
removable rubber arms and a choice of metal 
or glass bases. The girls feature natural 


STANLEY BERNSTEIN, 101 E. 169 St., N.Y. 52, N.Y. LUdlow 8-777! |i hihancciiO\ iii sisi 


Over 35 foliage styles and special planting arrangements are available. 
Write for new catalog and prices. 
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NADI NEWSGRAM 


[Continued from page 42] 


chine Company, American Fixture, Inc., 
Madisonia Manikins, Inc., and Creative 
Promotions of California via its Eastern 
distributor, Empire Display. 


CARD FROM MIAMI: A card showing 
the luxurious Carillon hotel, Miami Beach, 
was received from Eugene Perrault, winner 
of the grand prize during the December 
Market Week. ... “having a marvelous 
time — thanks to you and the NADI tor 
having made it possible.’ We are pleased 
that Mr. Perrault liked the vacation trip. 
We expect to have similar prizes for regis- 
trants at our June show. 

NOMINATING COMMITTEE: Karl 
CGasthoff, our NADI president, appointed the 
following to the Nominating Committee: 
Irwin Rhodes ot Madisonia Manikins, chair- 
man, with Sylvan Freund of Decorative 
Plant and Tom Hughes of Garrison-Wagner 
as members. This committee will work up 
a slate of nominees for the election of the 
new NADI Board of Directors this June be- 
fore Market Week. 


Closed-Circuit TV Displays 
Predicted by Firm 


Department stores and supermarkets soon 
will be able to stage “live” displays in their 
windows by color closed-circuit television, 
the president of a TV producing organiza- 
tion predicts. Louis L. Tyrrell, of Tele- 
talent, Inc., New York City, based his fore 
cast on a study of merchandising methods 
by his company. 


Mr. Tyrrell said store window closed-circuit 
TV displays are possible because of new 
engineering techniques, new knowledge of 
how to reduce costs of programs, and the 
advent of Eidophor, a Swiss-invented TV 
projector. This device can throw a brilliant 
picture 20 by 15 feet in color, or 40 by 30 
feet in black and white, and as sharp as a 
movie theatre picture. ‘Teletalent 1s the 
only company now using the radically ad- 
vanced projector. The firm is located at 
274 Madison avenue. 


Decorative Hearts, Crosses 
Introduced to Display 


Attractive new display pieces molded in 
heart and cross designs are now being of 
fered by H. S. Shaffer, Inc., of 9213 Blue 
Ash road, Cincinnati. Of striking white tex 
tured finish, the hearts and crosses have 
been toam-molded of Dylite expandable 
polystyrene, a product of the Plastics D1- 
vision, Koppers Company, Ine. According 
to the manutacturer, the new display pieces 
have real quality sales appeal, are solid 
material throughout and will not flake off, 
are resilient enough to be pinned or fes- 
tooned with additional decoration, are strong 
and sturdy, and are quite serviceable as out- 
door decorations. When proper paint is 
used, the white textured finish may be easily 
sprayed with any desired color. The hearts 
are approximately 12 inches across; the 
cross, 18 and 24 inches in height. Write to 
the firm for intormation. 


MARCH, 1959 


6 


fusion! 


Show more stocking — 
show more sales! 


ise longer legs by 
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7 Forms illustrated — 


a . W-17 and W-47 
% 
Ne <a 


*made only by — 
SHOE FORM CoO. INC. 


New York City Auburn, New York St. Lowis, Mo. 


In Canada: Willco Industries, Ltd., Montreal 





| Madisonia Manikins St. Louis Bank Places 
Ends Twentieth Year Emphasis on Display 
This month Madisonia Manikins celebrates If the amount of publicity given the dis- 
its 2th year in business, according to play department in the Bank-Trust News, 
Irwin Rhodes, president. Madisonia, a lead- house organ of the First National Bank of 
er in the field since 1939, serves the nation’s St. Louis, is any indication of the bank’s 
finest stores, including: Jergdorf Good- opinion of display, then the position of Ed 
man, Neiman Marcus, Marshall Field, Saks Lamprich is as safe as the vault where the 
and other major chains. money is kept. He is the display manager, 
In 1939, Mr. Rhodes states, the announce- and he is pictured on the cover of the 

ment of a mannequin refinishing and repair December issue as he was hanging the 

| service at a central plant was a startling bank’s interior Christmas decorations. An- 
innovation. For the first time it was possi- other issue tells the story of a “Modern 
ble for mannnequin users to have their man Banking” exhibit booth on which he col- 
nequins restored under factory conditions, laborated for a Modern Living Show. 
resulting in a superior service not available Prior to June 1, 1957, the display depart 
prior to that time. The company has grown ment was a part time operation, but since 
steadily in this specialty and in the manu- then he has come back from retirement to 
facture of mannequin wigs and other related full time management of First National's 
accessories. It is located at 152 West 25th display department, which includes a com- 
street, New York City. pletely equipped display shop. 








Joe BECAME INTERESTED 

IN DISPLAY GY ATTENDING 

B SAASE aUTERS IN 
\ 

EXCLUSIVE IN THE U.S.A. SCHOOL In CHICAGO. 


Replica of an Original ON RETURNING Home. 
OBTAINED A .JOB IN DISPLAY 
WITH MICLER'S, KNOXVILLE TENN. 


' THEN WENT TO WC, PENNEY CO, 
J e : KNOXYILLE, AS DISPLAY Diz, 
For FIVE YEARS. 
( orentine INTERRUPTED BY TWo YEARS 


WHEN WORKED AT OAK RIPGE.” 
ON THE MANHATTAN PROJECT. 


( Went To PAVISON PAXON 

; . COLUMBUS, GA., IN 1948 FOR 
1eCruo TWO YEAR'S AND THEN TO 

H.P. SELLMAN CO. LOUISVILLE Ky. 


For Six YEARS. THEN TO 
$7 9.95 meaeeaner POSITION. 


First time at this low price! 
27 inches high. A magnificent full 
round reproduction of an original 
wood carved Florentine cherub. 
Moulded with exactness, of light- 
weight, durable, hard rubber com- 
position, for indoor or outdoor 
display. Guaranteed completely 


washable. Lacquered white finish. he oe J % | 
Individually packed. F.O.B. Phila- Wire weomeel 1AS FASHION CORDPINATOR PA 
Cx HosBy |S 


‘ 
“JIA! 


FOR PISPLAY AT SAKS. 
deiphia. When ordering please DAUGHTER IS NOW FRESHMAN AT THE 
send check or purchase order. UNIVERSITY OF KENTUCKY 


HAND RUBBED GOLD ANTIQUE | HIS WORK AND FAMILY. 
FINISH _.. Each $27.50 Noe IS TREASURER 

aie OF CHICAGO DPIsSpLAy CLUB. 
Special Designs on Request. 


Authentic Antique 
Reproduction Center U.S.A. 


2 i PisPLavy PIKECTOR 
Stutlios NAD .... SAKS-FIFTH AVENUG 
925 Arch Street CriICAGO ; = 

Philadelphia 7, Penna. 


Oh 
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STYLE AND PHILOSOPHY 
IN DISPLAY 


[Continued from page 21] 


merchandise with all its important and 
hidden selling facts for the displays and 
orders the readers or signs from the sign 
shop weeks in advance. 

Thereupon, I design the windows, piece 
by piece, item by item, each window geared 
to a single, simple, idea. 

Then I delegate jobs to people in my 
department. I pass around copies of my 
basic sketches, plus colors and merchan 
dise facts in a good evaluated stage of de- 
sign, which go to production, the interior 
people and the window people. The produc 
tion staff then coordinates the activities of 
the carpenters and painters. The interior or 
window people work out the concepts for the 
store displays, with the merchandise allo- 
cated. 

All over the walls of my office are work 
plans for all the floors and all the windows 
of the three stores for which I am aesthetic 
coordinator. These work plans have the 
schedules for production of the displays, for 
installation and for opening. 

And that’s how it is done. Of course, 
it is a lot of work. But it 1s made smoothet 
by having an assurance of style. Display 
must reflect the personality of the display 
director. Realizing that overdisplay is 
wrong, I have worked out my concepts of 
style toward simplicity: organic unity of 
color and design. The display has to be so 
simple even a two-year-old could under 
stand it. 

In resume, then, the awesome variety of 
a complex of department stores: everything 
must be displayed, from an elephant to a 
monkey, from a sequoia to a spittoon. With 
an acceptance of the philosophy of depart 
ment store display and a consciousness of 
individualized style, the job comes easiet 

somewhat. 


Jordan Marsh Branch 
Uses Plastic Fixtures 


Among its many merchandising and dis 
play innovations, the newly completed Jor 
dan Marsh branch store in Peabody, Mass., 
gives the consumer maximum visibility of 
merchandise. Allied Department Stores’ de 
signers achieved this long-sought goal by 
employing clear Styron plastic Uni-Draw 
ers and Dividos, bin dividers, for many cate 
gories of merchandise, trom turnishings and 
photographic supplies through = artificial 
Howers. For additional information con 
tact Mr. Michael Mordkin, Result Manu 
facturing, Inc., 350 West lst street, New 
York City. 


New Flock Kit Comes 
With Six Colors 


“Suede King” Master Flock Kit, complete 
with flock gun, spray-type adhesive and s1x 
different colors of rayon flock, 1s announced 
by Cellusuede Products, Inc., Rocktord, IIL. 
The flock yun 1S designed so that it can be 
operated by air supplied trom a conventional 
tank-type vacuum cleaner or by a small ai 
compressor commonly used by displaymen 
and art studios. Instructions and all tools 
needed are included with each kit. 
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SHOW CARD AND POSTER MACHINE 


ok Featexie/ SPEED-..-SIMPLICITY 
7S TE Se: 


AE” 8 Re. Soa aR EN Ss Be At 8 6 To 9 ORF 


Ww ye METAL & WOOD J 7 
MODEL Seen EP cosines f : 
With new "Magnetic" type e 
lock up. Greatest advance- % Gabardine Yachets 
ment in sign machines within | , . ths 


last 25 years. SPEEDS UP 
OPERATION) and provides ieleaanian tala 


complete flexibility of type 4 © Sees 34 a 
arrangement. : 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


MODEL A — /4x 22 
MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX C-144, ADRIAN, MICH. 








iy : <4 New 
Koreverg reen 3) ‘MATS ' Sunshine 


THE BEST DISPLAY GRASS 
MONEY CAN BUY! 


@ Only Forevergreen “78” has the beautiful, 
natural Sunshine green color 


@ xclusive “78” row quality instead of the 
usual 72 


@5', x Oft.... 11% larger than ordinary 
mats 


@ kinds neatly hemmed —no raw cut edges 
os Mildew-proofed and flame-proofed 
@ Order standard mats, rolls or special sizes 


@ Sold by all leading jobbers 


The JOSEPH M. STERN Company 
1968 East 66th Street e Cleveland 3, Ohio 
WORLD'S LARGEST MANUFACTURER OF DECORATIVE GRASS 








Practical Display Suggestions 
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tor Every 


AM WORKING on these spring display 

ideas while a typical New England snow 

storm is raging outside. However, | 
console myself with the thought that soon 
store windows will be blossoming out with 
artificial tulips, apple blossoms and all the 
other spring props that have special appeal 
after a long hard winter. 

I remember last spring walking down a 
city street under a row of artificial trees 
loaded with apple blossoms installed next 
to the window glass of a large department 
store and it was interesting and gratifying 
to listen to all the comments from the pedes- 
trians who were unanimous in welcoming 
the advent of spring. 

(A) This men’s clothing window trim em- 
bodies three picture frame units that can 
easily be constructed out of old picture 
frames or from lengths of suitable width 
wood moulding. The bases can be plywood 
with a small shelf on which the men’s torms 
are placed ready to feature display the gar- 
ments. 

The background of the window can _ be 
covered with a soft green-colored paper with 
the frames painted in pale yellow; a good 
spring color combination. The large frame 
in the center is used to hold a panel on which 
the eye-catching art work has been painted; 
it will command attention and attract both 
male and female pedestrians passing by. 

If the copy on the showcard or poster 1s 
worded to tell about the art of good tailor- 
ing, large paint brushes can be used on 
each base along with a few tubes of artists’ 
colors. These large picture frames always 
make useful display props that can be re- 
used in many other trims; the backs can be 
covered with sheets of perforated board so 
merchandise can easily be displayed on them. 

(B) These rings of wallboard or heavy 
card make functional and decorative display 
props; they can be painted on spring pastel 
colors and a card cutout lamb is stapled 
in position. They have been specially de- 
signed to appear to be jumping through the 
ring. A spray of spring flowers can also be 
tacked inside as shown. 

A number of these ring units can be made 
up at a reasonable cost to decorate windows, 
ledges, columns and store interiors. 

(C) This wallboard or plywood cutout was 
designed to feature display children’s Easter 
garments on the perforated board center 
panel. This panel is framed with 1 inch 
by 2 inch lumber with pine board being used 
for the wheel. The Easter bunny can be 
cut out of homosote and painted in bright 
poster colors. This unit will make a very 
attractive and seasonal prop in any Easter 
window display. 

(DD) More designs for spring lambs that 
can be cut from card or wallboard and 
painted white ready to use in many window 
and store interior trims. Each cutout lamb 
can be dressed up with real satin ribbon 
bows. 

(EK) The Easter Alice in 
chicken at the leit can be 
12-inch diameter card tube covered with 


W onderland 


made trom a 
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purple paper and a large balloon used for 
the head. A paper eye and comb can be 
cemented on as shown. The large Easter 
eggs are additional balloons decorated with 
paper flowers, ribbon, etc., cemented on. 

The large Easter bunny is also assembled 
from a heavy card or tube body and balloon 
head with a paper eye pasted on. The mouth 
can be cut out of red velvet and cemented 
on with a bright colored paper or silk bow 
tie. Pipe cleaners can be cemented on the 
face to simulate the whiskers. A few of 
these kiddie-appeal animals will prove ideal 
display props in many Easter windows and 
they can all be assembled at low cost in 
most display shops. 

(F) Another larger ring tor a center piece 
in a spring window or store interior trim: 
card cutout letters are pasted on as indicated. 


One "'B" Isn't Enough 
To Describe Brigitte 

The following note was received from a 
theatre owner in Holton, Kansas, complain- 
ing about an order of marquee letters or- 
dered from Harvey J. Maxwell Co., Kansas 
City, Mo.: 

“In my order of die cut letters there was 
only one “B.” The other three must have 
come out and got lost in shipping. How can 
[ spell “Big Busted Brigitte Bardot” with 
only one “B?” 





Meek to Direct Display 
For Russeks, New York City 


[ywaine S. Meek, formerly in charge of the 
display department for Kayser-Roth Corp., 
New York City, has joined Russeks Fifth 
Avenue, also of New York City, as display 
director. He succeeds (,eorge Harter, who 
resigned to take a position with Teppers’ of 


Plainfield, N. J. 


Schwartz Issues Catalogue 
Of Spring, Summer Lines 

Being distributed is the spring and sum- 
mer catalogue of artificial flowers, foliage 


and novelty units prepared by Bernard 
Schwartz & Co. For your copy, write to the 
firm at 426 East 91st street, New York 
City 28. 


ae 


Kaufman & Strauss Gets 
New Display Director 

Michael Balough, formerly 
rector at the May Co., Baltimore, has 
joined Kaufman & Strauss, Louisville, as 
display director, succeeding Iver Lindstrom, 
whose plans were not disclosed. 

Alex Surasky, display director for the 
Hecht Co., Baltimore, will remain in that 
post after the merger ot that store with 
May Co 


display di- 


Former Sign Man Now 
Evans Display Director 

Herbert Reynolds, who was in the sign 
business, is now the display director for the 
\lbany, Ind 


Hle was director there once before 


kevans department store, New 


FREE 


IDEAS FOR 
BUILDING SALES! 


Fe e@ eB eB BSS SS SSS SSS SS SSS SS 
VUE-MORE 

Rush me a free copy of your new 
six-page Catalog. 

Name 

Title 

Company 

Address 

City State 

DW -2.59 


ase See e cee eee ee ee ee ee oe oe oe ol 


Just off the press! 
A terrific new catalog 
describing the com 
plete line of VUE 
MORE display turn 
tables and BREVEL 


animation motors. 





Write for your copy today. 


Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


Qluiet, versatile, ethcient 
jrevel motors are designed 
lor maximum power and 
precise movement yet com 
pact enough to be used in 


any motion display 


VUE-MORE CORPORATION 


of BREVEL PRODUCTS 


601 WEST 26th STREET . i a aed?) | oe, 








REDUCES COST-IMPROVES 
THE QUALITY OF YOUR 
CUTOUT WORK 


CUTS DESIGNS OF ANY SIZE IN AL- 
MOST ANY SHEET MATERIAL... 
The Cutawl starts cutting anywhere — 
makes its own starting hole. The mate- 
rial remains stationary; only the Cutawl 
is moved. Exclusive “swivel blade ac- 
tion” makes cutting even intricate de- 
signs almost effortless. Requires little 


training to operate. 
EXCLUSIVE FEATURES 


@® Faster Cutting Speed 

® New Hi- Power Drive 

® Lighter Weight 

® Adjustable Guide Handles 
@® Front Panel Blade Controls 


@® Recessed Guide Lights -- 
Dust Blower 


® Rugged, Compact Design 


Write for catalog 39-\W 


and name oft local 


price sheet 
Actual 


dealer. 


demonstrations given on request 


INTERNATIONAL REGISTER CO. 


2622 W. WASHINGTON BLVD 
CHICAGO 12, ILLINOIS 
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UR DISPLAY of the Month gives us 
a lesson in how perspective can be 


achieved in a small window. Guentet 
Kauthaus Anker, Manheim 
Germany, wins the Gold Medal for this 
entry in DISPLAY WORLD’s International 
Display Contest tor 1959. Unfortunately, all 
of Mr. Baehrend’s entries, intended for the 


Baehrend, of 


1958 contest, arrived too late for judging, 
so he will have to wait another year. 
This 


achieves the distance 


women's spring shoes 


perspective 


display of 
through 
use of converging lines to a point at the 
rear of the window, which 1s partitioned to 
lorm a triangle \ ballet dancer is poised 
at the rear between the hanging drapery 
and the column. 

The 1959 contest, as in previous years, will 
12-month 
period and is open to any displayman any 
where in the world, It 1s not necessary to 
DISPLAY WORLD in 


order to compete. The contest has 65 dif 


continue throughout the entire 


he a subscribes ti 


lerent classifications, making it possible tor 
display people in practically any kind of 
enterprise to enter. 

\t the conclusion of the contest on Decem 
ber 3lst of this year, entries in each classi 
fication will be judged; gold, silver and 
bronze medals will be awarded for first, 
third 
each classification. 


second and places, respectively, in 
Kirst place in each di 
vision will carry with it three points; sec 
ond, two; and third, one. The person who 
scores the highest number of points in the 
a beautitul gold 


plaque as sweepstakes prize, and the next 


entire contest will receive 


three highest will receive. respectively, gold, 
silver and bronze plaques. 


Entry in the affair is made by means of 
black and white photographs preferably 8 
by 10 inches in size 
will be 


although smaller ones 


accepted. Pictures must he un- 





1958 Winners 
Sweepstakes: George K. Payne, Woodward & 
D. C. First Place: 
A. Van Hollander, Gimbel Brothers, Philadel- 
Howard Schneider, 
Third Place: Joseph 
T. Sjursen, Frederick & Nelson, Seattle. 


Lothrop, Washington, 


phia. Second Place: J. 


The Crescent, Spokane. 





mounted. On the back of the photograph 
should be listed the displayman’s name, his 
store, city, address, and the classification 
under which it is to be entered. No photo 


graphs will be returned. 


New Exhibit Display 
For Transparencies 

Displayv-O-Vue, a new concept in tully 
automatic exhibit displays tor transparencies 
has heen introduced by the Display-O-Vue 
Corp. ot America. Showing 12 different, 
brilliant 2% by 234 transparencies, highly 
magnified, even in broad daylight, at tive 
second intervals, this machine is a virtual 
sales theater, the firm claims. It operates 
on a total of 12 watts, or approximately five 
around-the 
Display-O-\Vue_ official 
states. Information can be obtained trom 
the firm at 48 West 48th street, New York 
City 3. 


cents per week on a seven day 


clock operation, a 
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Mars Appoints Callan Co. 
As P-O-P Agency 

Mars, Inc., has appointed the J. M. 
Callan Co., Chicago, as its exclusive point- 
of-purchase agency, it was anounced by B. 
A. Bouchard, vice-president and director of 
sales for the Chicago candy company. 

J. M. (Joe) Callan, president of the new 
company, was merchandising consultant to 
Mars for the past four years as a vice-presi 
dent of Kling Studios, Chicago, prior to 
forming his own company. ‘The offices are 
at 644 North Rush street. 

According to Callan, this is the first time 
a manufacturer has appointed an agency otf 
this type to develop point-of-purchase and 
collateral promotional material in the same 
manner a client would appoint an advertis- 
ing agency handling commissionable media. 

Mars, as the world’s largest maker of choc- 
olate covered candy bars with top-sellers 
like Milky Way and Snickers, has placed 
increasing emphasis on point-of-sale dis- 
plays since it first began using them in 1951. 

This year, Bouchard pointed out, Mars is 
offering retailers a record year-around ser- 
ies of at least 10 pre-tested, integrated 
island or dump displays and accompanying 
promotional pieces developed under the su 
pervision of Callan. 


Revolutionary Fluorescent Lamp 
Provides Color-True Performance 

A major break-through in the lighting 
field has been announced by the Lustra Cor 
poration of America, L. L., innovators and 
makers of industrial lighting equipment. A 
new fluorescent lamp with the lighting char- 
acteristic closely resembling that ot light 
from the moderately overcast North sky 
has been introduced by Lustra Corporation 
under the trade name, Northlite. In the re 
tail field Northlite will find immediate ap- 
plications in all selling areas, display areas 
and over-counter lighting in clothing stores, 
department stores, dress salons, tur shops, 
cleaners, milliners, haberdasheries, drapers, 
shoe stores, and wherever else color 1s a 
key to sales. The familiar walk to the door 
to examine a fabric, fur or tootwear be 
comes part of past retailing history. 

For further information and technical data 
on Lustra Northlite or other Lustra lighting 
products, write to Lustra, 32-33 47th ave 
nue, Long Island City, N. Y 


Dress-Panty Hanger-Form 
Designed by Yankee Plastics 

Yankee Plastics Inc., 24 West 30th street, 
New York City, has just introduced a new 
Dress-Panty Hanger-Form designed espe 
cially tor infants’ and toddlers’ wear de 
partments. Made of unbreakable plastic, 
this new hanger holds dress-panty sets and 
diaper sets so as to completely eliminate 
the need for pinning the panty to the dress 
The one hanger fits all sizes of infants’ wear 
and sells for the price of an ordinary hanger. 
\ccording to the manutacturer, dress nant 
sets look more attractive and sell faster when 
displayed on these hanger-torms 


Lee Court Produces 
International Trade Fair 

Now in Tokyo as producer of the Inter 
national Trade Fair is Lee Court, New York 
City display counsellots 
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Laster Bunny Promotional Outti 


Use These Handsome Costumes 
for Displays, Salesgirls, 
and Special Promotions 


Let this natty looking bunny help you increase Easter sales! Popu- 
lar Easter colors, and made of rich, satin materials this dapper 
costume has a purple cutaway coat with yellow lapels and a large 
white puff bunny tail. The handsome yellow vest and trousers are 
nicely set off by a pink, fine quality satin dickie. The purple hood 
... full cut for complete coverage . . . holds the yellow-lined 11° 
ears erect at all times. A durable, multicolored bunny mask .. . 
the pride of any rabbit . . . completes this excellent outfit. 

No.6500 $10 
A more lovely bunny is hard to find! Realistic in every detail, it's 
a one-piece full coverali outfit of rich, white plush. Sleeves and 
trousers have elastic at the cuffs. The hood, of the same soft 
cuddly material, is full cut for complete coverage and holds the 
pink-lined 11” ears proud and erect at all times. A multicolored 
plush bunny mask and a huge white 4° puff tail complete this 
deluxe outfit. Excellent workmanship throughout. 


Sizes: Full cut 16 (32) and 18 (36). No.6508 $15 
Order now for immediate delivery! 


Complete line of Halloween costumes. Flags, organiza- 
tion and advertising banners to your specifications. 


Celebrating 50 Years of Leadership 
Colle geville Flag & Mfg. Co., Coliegeville, Pa. 


Philadelphia: 716 Chestnut Street 
New York City: 200 Fifth Ave., W. F. Wimmer, Mgr. 
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NOW, just in time to brighten your spring displays— 
(and brighten your budget) Art Cohen Co. is quoting DOZEN $42.00 


the lowest prices on green grass mats —in all sizes! 


PRICE LIST 
Natural-looking extra thick grass mats, with 72 rows 


of turf stitched to durable burlap and with hemmed + 1 + +125 3 a i *19.00 
edges — so lush and realistic looking. All grass mots 3 ft.x30 ft. 22.50 6 fi. « 10 ft. 15.00 
are guaranteed full size, flameproof and mildewproof. ; . ” . ~ Ay A. _* —¥> 
Order now at the lowest prices! 36"' Diam $2.75 . 





GREEN GRASS SPRINKLINGS 
3 Ib. Carton $2.50 


(Covers approx. 40 sq. ft.—I in. thick) 
50 ib. Carton 70¢ Ib. 
100 Ib. Carton. 60c Ib. . e 


Mail orders filled immediately 


810 PENN AVE. * PITTSBURGH, PA. 

















From a 1” x 2” furring strip 
{ | | M B E; R toa 12” x 12” Timber. 


Masonite (ut to your specifications by one of New York's 
LARGEST and most DIVERSIFIED Lumber Companies 
Celotex 


Mouldings e FAST SERVICE e@ 


Homasot 
a T U a N O Y & TRIM CO. INC. 
17 Ridgewood Place Brooklyn 27, N. Y. 


GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 
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By ROBERT M. HEILBRON 


March ... and early spring selling is 
starting to bloom. In these windows I have 
tried to stay away from spring flowers, etc. 
I feel strongly that before all that it is im- 
portant to guide your customers into the 
type and texture of new fashions rather than 
into the setting for the clothes. 























Taking checks as an important weave or 
print, I have concentrated on pushing 
checks, as you can push any important 
fashion story. This window, showing a 
suit and coat, with accessory unit, is as 
simple as can be; the various types of 
check marks carry your story. 
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dising one, again has nothing too new about 
it but the blow-up of a cancelled check 
gimmick. This carries the check story, but 
it can also be used as a selling story... 
what you can get at your store for so much, 
or so little. 
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In this window I unbent a little and used 
giant pussy willows and garments blowing 
in a march wind. The separates are on sus- 
pended chicken wire forms with spring 
flowers im coordinated colors used for 
heads. To get the full effect of wind-blown 
skirts use masking tape on the inside hem- 
line and invisible wire. 
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This window can be most effective or too 
powerful; it depends on the displayman. 
The floors and background represent a large 
checker board with large checkers cut of 
wall board in a complete third dimension. 
They can be made beter from papier mache 
if you employ someone who can handle 
that medium. The checks can be a very soft 
pastel to make the merchandise stand out 
and still achieve the overall effect. 
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A smart simple case or shadow box dis- 
A wicker or wire bird cage, large 
enough for the merchandise shown. 
only spring colored ribbons with flowers 


wired or pasted onto them. 









memo from r.m.h. 
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for maximium illumination 
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POSTOSCOPE Opaque 


_ Projector 





Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need ao large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object ——- and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6” x 6” at one 
time or larger area, a section at a time. 


$35.00 


F.O.B., N.Y. 
LARGE PROJECTORS TOO! 


Send for descriptive folder 
showing entire line of 
opaque projectors. 

















200 PAGE CATALOGUE 


FREE: 10,000 art and draw- 


ing supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro., Inc. 
N.Y 





2 West 46th St., New York 36 
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SPRINGTIME MAGIC 
IN MANHATTAN 


[Continued from page 27| 
were in the natural bamboo tone and an 


orange-red poppy shade. Even the copy card 
carried out the theme, with the copy lettered 
in Oriental style on parchment. Bamboo strips 
were mounted top and bottom of the scroll- 
like parchment sheet. 


Four mannequins were arranged casually 
in that setting. Two wore natural beige 
dresses. One wore an orange dress, and the 


wore an orange-red print 
White, orange and beige 


fourth mannequin 
on beige background. 
accessories were predominant. 

A low black displayer on a brass frame 
at of the window front. A 
small screen of natural wood strips with a 


stood one side 


shelf of the wood strips stood on the dis- 
player. A white lantern was fastened to the 
top of the small screen, and cosmetics were 


arranged on the shelf and displayer. A copy 


card on the displayer read: “Elizabeth Arden 


creates special make-up to wear with our 
lantern colors.” 
Tailored Woman had a difterent sort of 


setting for coats. George Fiehl, the display 


director, used wrapping paper and shipping 


cartons to carry out a theme which read “First 
class travel wrapping — beautifully pale toned 
transitive fashion fluffed with fox The 
floor covered with blue felt, as 


window was 


were panels against the back wall. The end 
walls were in pale beige A roll of brown 
wrapping paper was hung against the blue 


panels, suspended by cords, with a long strip 
of the paper pulled down to the floor, ready 
for the next wrapping job. In front of the 
roll of paper was a spool of wrapping cord, 
also suspended from the ceiling. 


Natural color cartons in various sizes were 


placed on the floor with matching colored 
tissue stuffed inside them lwo wire hat 
forms were standing in two of the smaller 
cartons among the tissue. A third hat form 
stood beside one box on the floor. ‘Turbans 
were on the head forms from left to right, 
in brown, muted green, and a bright Kelly 
green \ brown alligator bag stood on the 
floor beside a matching pair of shoes, one of 
which stood on a small wrapped package. <A 
second brown bag was tucked among the 


boxes 

lwo mannequins were in the setting, each 
standing in the center of a large carton among 
the of Both wore beige coats 
with natural fox trim and beige gloves. ‘The 
mannequin to the left wore a brown turban; 


mass tissue. 


the other a beige turban. ‘The initial letter 
on the copy was in gold. 
For a window at Bonwit Teller, Gene 


Moore, the display director, used no property 
whatsoever except a line of pottery pitchers 
painted white the window as 
though standing on a painted shelf lihe, also 
The window floor was 
The back wall was 


Tr on glass, 
on the window glass 
carpeted in a sott grey. 
painted in a greyed blue, washed with blue 
\ copy strip along the window ledge 
sonwit’s non-stop fashion 


light. 
bore the legend, “ 
W ragge 
7 "ae 


First Class wools by our own B. H. 


as seen in Harper's Bazaar 
copies of the magazine lay on the floor. 
Two mannequins wearing the featured wools 


in white were looking at the painted pottery 


In contrast to the fashion picture, but fol- 
lowing the annual custom of promoting 
household linens in January, Lord and Tay- 
lor had a unique set of displays that fea- 


tured linens in a most unusual way. Each 
window of the tour had a different scene 
from “Alice-in-Wonderland,’ adapted to 
promote linens. The ingenious display di- 


rector, Paul Vogler, had used “We'd just 
begun the oysters when everyone ran off to 
the fabulous sale at Lord & Taylor!” Ona 
small card propped against a stack of linens 
in the center of the window was the word 
ing: “Linens and beddings at legendary sav 
ings.” 

The window floor was covered with sand. 
The back wall was dark, and draped with 
brown fish net. Green paper fronds were 
hung trom the ceiling near the window 
glass. 

The walrus and the carpenter presided at 
the oyster feast, using stacks of linens for a 
table. Small oyster “people” with legs and 
tiny red toward the window 
front, while all around them on the sand lay 
opened oyster shells. Alice in a yellow and 
white striped dress, a white apron trimmed 
in yellow, white socks, and black shoes, was 
leaning over pointing to the oysters. At the 
opposite side of the window stood Tweedle- 
dum and Tweedledee. 

The walrus, the carpenter, Tweedledum 
and Tweedledee were made with heads, etc., 
of blow-up black and white drawings. Their 


shoes stood 


costumes were tashioned of household lin- 
ens bathtowels, washcloths and such, in 
tones of light cocoa brown and white. Alice 


was a handsome child mannequin with dell1- 
cate features. 

In this oyster window, the linens were all 
in cocoa tones and white, except for details 
of color contrast. An example of the con- 
trast was a bright orange blanket placed at 
the center back. Even the copy Was lettered 
in tones. A yellow bird with an 
orange bill stood on a pile of linens near 
the window front to complete the setting 


CocOa 


New Cabinet Components 
Have Display Potential 

Bud Imlok extrusions, connectors and ac 
cessories, originally designed tor assembling 
and for the in 
dustry, have been getting the attention of 


cabinets Cases electronic 


stores, that are using these components tot 


frames, cases and other display 


purposes 
The Imlok system ot metal cabinet construc 
tion can be applied to the manutacture of 
and 


garment racks, display tables cases 
Information can be supplied by the manu 
facturer, Bud Radio Ine., 2118 E. 55th, 
Cleveland, Ohio; attention ot the advertis 


ing manager. 


Zolatone Coats Fixtures 
With Durable Finish 

A suggestion is offered 
store fixtures that have taken on a worn or 
look. It is the use of a multi-color 
called Zolatone, from 


thick 


for rejuvenating 


abused 


coating which coats 


six times conventional 


five to as as 
paint, hiding nicks, scratches or marred 
areas and even serves to camouflage large 


gouged sections of a particular surtace. It 


is sprayed on. For information, write to 
the firm, Zolatone Process 2. Inc... 343] 
Kast 15th street, Los \ngeles 23. 
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Architectural Firm 
Enlarges Facilities 

Victor Gruen Architect, A.I.A., has moved 
into larger quarters in the Forbes building, 
2 West 13th street, New York City. The 
new offices are three times the size of the 
former premises, providing a sizeable in- 
crease in capacity for design and produc- 
tion. The enlargement became necessary 
because the architect and his affiliated firm, 
Victor Gruen Associates, Los Angeles and 
Detroit have been commissioned with a 
number of significant projects, including 
such projects as Midtown Plaza in Roches- 
ter, N. Y.;: The Charles River Park Rede- 
velopment in Boston; Staten Island Down- 
town Shopping and Business Center; Rock- 
ville Center, Lockport, N. Y., and Marine 
Plaza in Milwaukee. 


COMING UP! 





1959 Easter Seal 

Campaign Feb. 27-March 29 
National 4-H Club Week Feb. 28-March 7 | 
Girl Scout Week March 8-14 | 
National Smile Week March 9-14 
National Wildlife Week March 15-21 
National Rice Week March 15-21 
National Slenderizing Week March 15-22 


National Wallpaper 


ee 


Month March 15-April 15 
(also Sept. 15-Oct. 15) | 
*St. Patrick’s Day March 17 | 
*EKaster Sunday March 29 | 
National Hobby Month April 1-30 
Let’s All Play Ball Week April 4-10 
National Noise Abatement Week April 5-11 
National Boys’ Club Week April 6-12 
Pan American Week April 12-18 
National Library Week April 12-18 
National Sunday School Week April 13-19 
American Comedy Week April 13-20 
Good Human Relations Week April 19-25 
National Retail Credit Week April 19-25 
Bike Safety Week April 20-25 
National Baby Week April 25-May 2 
National Slacks Week April 26-May 3 
Pal Month May 1-31 
National Hearing Month May 1-31 
National Foot Health Month May 1-31 
May Time is Picture Time May 1-31 
American Bicycle Month May 1-31 
Goodwill Week May 3-9 
National Home Demonstration 
Club Week May 3-9 
Let’s Go Fishing Week May 9-15 
*Mother’s Day May 10 
National Girls Club Week May 10-16 
National Tax Freedom Holiday May 11 
National Hospital Week May 11-15 
*Armed Forces Day May 16 
National Cotton Week May 17-23 
National Maritime Day May 22 
**Memorial Day May 30 
(DISPLAY WORLD will be glad to 


furnish the name and address of any of the 
sponsors of the above-mentioned events. 
Many of them make available free posters 
or other display material, as well as ideas 
for displays tying in with the occasion. 
Simply address your request to the Editor, 
DISPLAY WORLD, Cincinnati 1. 

*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted for 
assistance. 
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Atkinson to Open 
Ohio Display House 
Phil A. Atkinson, 


3531 
Cleveland Heights, Ohio, is in the process of 
opening a new display firm in that area and 
is interested in contacting sources of appro 
priate materials to add to his line. It 


edison road, 


will 


be known as Atkinson Display Mart 


Hudson's, Detroit, 


Promotes Displayman 
()siek, 
manager at 


(ass formerly basement display 


has 
thre 


le astland 
to display 
Park outlet 


Colborne, Caldwell 
Change Display Positions 

Marshall Field, Chicago, has named Rob 
ert Colborne display manager at the Park 
Forest He Wilham Cald 
well who now manages the display depart 
ment of the newly-opened Maytair 
near Milwaukee. 


Hudson's 
promoted 
Lincoln 


store, 
been manager of 


firm's 


store. succeeds 


Store 













SOURCE SERVICE 


If in any of the illustrations in DIs 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be 
tained, Just address your inquiry to the 
Editor, DISPLAY WORLD. Cincinnati 


l, and it will have prompt attention. 








SEND FOR OUR 
CATALOG 


Distributor 
or Write 
Direct 
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Wood letters for interior displays and 
directional signs...all styles and sizes 
in stock ready for immediate ship- 
ment. Write for catalog, price list. 


SPANJER BROTHERS 


1160 N. Howe Street, Chicago 10, Ii. | 





Halsey Road, Parsippany, N. J. 
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DISPLAY HOUSE LTD. 
HONOLULU, HAWAII 


IMPROVE YOUR DISPLAYS! 
¢ Use Glowing Fluorescent Colors — 


with STROBLITE BLACKLIGHT LAMPS | 
Write for illustrated brochure | 
Stroblite Co. vept. w. 75 w. 45th St., N.Y.C., 36 
DISPLAY TURNTABLES 
| @Heavy Duty =e All Stee! 
SIZES FROM 34" UP 

















Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 £.134 St., Bronx 54,N. Y. 


DOMESTIC POLYETHYLENE FERNS | 


Asparagus and Maidenhair 
$6.60 per Gr. $7.20 per Gr. 
Complete Line of Vinyl Foliage and Fiowers 

Direct from Mfr. at Wholesale 


TITAN ASSOCIATES | 
150 W. 34th Street New York 1, N. Y. | 


DISPLAY-ART SERVICE & SUPPLY 


Oxen Yoke ...8' Scroll Entrance Posts . . . Rustic Switch- 
man's Lanterns .,. Antique Laundry Stove with pipe. | 
Mannikin Barrel Swing .. . Raffle Wheel . Carnival | 
Mallet Bell Tower ...Smali Corn Crib... Western Brand- | 
ing Irons ... Preserved Bird Nests ... Deer Horns on Valet. 
Send for our complete list of unique Display Props 
BRUCE SPECIALTIES COMPANY 
Mfg. and suppliers of unique display prop 
RR-1, DEPT. DIZ 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Greduates are in Demand 
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(Continued from page 14) 
it maintains this position depends upon the 
integrity and stubbornness of the profession. 
Here are a few rules that should be 
followeds: 
Avoid the use of price tags of the "Was 


$————_, Now $—————" variety unless the item is 
genuinely marked down, and will not reflect 
unfavorably upon the store's reputation for fair 
prices at all times or the prestige symbol of 
the merchandise. 

Don't resort to tongue-in-cheek superlatives 
to describe the quality of the merchandise. 

There are plenty of truthful adjectives still 
left in the dictionary. 

Don't hide the merchandise from the audience 
as if you are ashamed of it. If the merchandise 
won't stand the test of close scrutiny while on 
display, don't display it. 

Use the word "sale" sparingly and then only 
when you mean it. Use the same truthful taste in 
describing the sale as you would the merchandise 
on display. 

Perhaps some of our readers will enlighten 
me on a particular question that has been 
puzZling me for some time. That is: Why aren't 
there more smiling mannequins used in displays? 

In browsing through last year's display 
contest entries it struck me oddly that there 
were so few mannequins openly enjoying themselves 
in their display of merchandise. This was more 
noticeable in the sportswear and children's 
windows, where you would normally expect to see 
at least an occasional relaxed grin. The children 
may be playing ring-around-the-rosie, but the 
looks on their faces tell you they're really on 
their way to their first day at school. 

There must be reasons for this. Would smiles 
really distract from the merchandise? Is it bad 
taste to show teeth? Are they more expensive 
or simply not available? 

A staff member suggested that stores may be 
afraid of some jokester blacking out the teeth 
with a pencil if the smiling mannequins were 
placed within reach, such as on a low interior 
platform. What do you think? 


Cordially yours, 


FES ZA 
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display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you — 
names of our graduates. 


Write for literature 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. | 
| New gadgets on window display lighting 
BE A SHOWCARD WRITER! _... ‘none EaN iphiiaga: ‘ihe 


was the feature of an interesting talk by 


Malcolm J. B. Tennent’s displays won first 
prize tor Meier & Frank's, Portland, Ore., in 
the annual spring opening by retail mer 
chants of the Portland Chamber ot Com 
merce. Olds, Wortman & King, with displays 


- . . % > > ‘ ¥ 3 a fed * i a 
by Paul Durant, won second place; Ber- | ipa Sf, onges he fit. ~ 
| nard Himes designed the displays for | ) Feed Tkiee ' 


third prize winner, Lipman, Wolfe & Co. | 
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Learn rapid, artistic showeard writing | . 8g ms ; Sire ' ; 
quickly, easily with our simplified low. | !-dward Tilson, illuminating engineer, Com 


cost homestudy course! No special art monw ealth Kedison ( ‘ompany, at the monthly 
talent needed. Fascinating, profitable ; , 5 ths ‘ ‘ 
sparetime or full time activity. Inex- | meeting Ol the ( hicago Display Men Ss 4 lub 











pensive equipment starts you in busi- Kenneth W. Duncan was appointed display | 

‘howeards constantly. Free Information, | “itector for the Boston Store, Milwaukee, | 

SHERWOOD PUBLISHING Co. | succeeding Ellsworth H. Bates, who re- | 
i, See Gee Boston 10, Mass. | signed. | IN A WINDOW or on a counter, Ferrocraft’s 
| Thirty-one members of the display  in- white flower carts spark spring sales. 


AUTOMATIC wooD TURNINGS | stallation profession met March 19 at the | Group imitation Howers around shoes, 
tet Caen te hd ~“_ and accessories. Lacy design is styled for 

‘1 Sherm: ‘ago an ‘med j : ' 
All Types of Finishing ws orm we eee ee the creative displayman. Cup wheels as 


Dowels and Balls in Stock Installers Group ol the hicago Display sure strength. (FC - 26 shown above) 
( lub. ( larence Prieve ol the Neighborhood HEIGHT LENGTH WIDTH EACH 











H. ARNOLD WOOD TURNING CO. | Stores Display Service was elected presi FC - 26 14” 2G” 1914" $12.95 
363 Union Avenue, Brooklyn 11, N. Y. | | dent. ~~ Q” 18” 131,” 8.95 
STagg 2-5693 | Stephen Karby joined Steinbach & Co., 
| Asbury Park, N. J., as display director, suc- | /\ \\ See Your Display Jobbe) 
| ceeding Edward S. Arnow, who resigned to | 
FOIL PAPER, PUFFING FOIL, BASE | take a similar position for (Oppenheim ( ol ERROCRAFT 
| lins, New York City. Morgantield Kentucky 
METAL, METAL CHAIN LINKS | ‘Twelve displaymen met March 30 to form 
| the Columbus (Ohio) Display Club. Edward | @ @ @ @ @ @ @® 0 @ © @ @ 0 @ © @ @ @ 





R. A. OHLHORST Fraser, The Union Company, was elected 


278-292 Johnston Ave. Jersey City, N. J. | | president. 
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| Charles Merrill, display director for S. | 
| Kann Sons Company, Washington, D. C., | 
| won the first prize of $250 in the depart | 


wood letter CO | ment store group of the window display 
° contest conducted in conjunction with Na 
Pane seer ee tional Sew and Save Week 


151 WEST (8th oat NEW YORK I! N Y | More than 1,000 copies of a display re 
| search report prepared by the National 








Association of Display Industries have been 


4 _ 
RUSTIC & WESTERN DISPLAYS | | ordered by members. 
me pone R U S$ T | C | _ ahs Milwaukee Display Club took on the 





fe tel tine Sevcitens Ge, tee. | one of eprint one clase ot the “Opportun NATURAL PRE PARE D 
& Feeders ““ Darkcratt”’ | ities In Advertising course being conducted 

BIRCH Poles & Branches Phone NAtional 9-6479 | | Dy the University of Wisconsin [extension FOLIAGES wood 

CEDAR Poles & Slabs Williamstown, N. J. | Division. ’ 
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| The appointment of Irving ©. Eldredge 

@ CEASE-FIRE = as assistant manager of the Visual Mer 
FLAMEPROOFING SPRAY einer . 7 Maye gi 

@ FLEXIBOOTH chandising Group of the National Retail Dry 
EXHIBIT BOOTHS 


@ PORTO-POST 
CROWD CONTROL EQUIPMENT 


LFitjon) Filjon Industries, Inc. 
1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 







(goods Association, was announced by f. 


(;ordon Wakins, general Manager ol the TROPICAL 


association, 

Lester Gaba, New York City display con ACCESSORIES 
sultant, suggested, at a luncheon meeting 
| of the Women’s Advertising Club, Wash 


ington, _ <<. that larger mannequins be ® CALIFORNIA 


used for retail display. He volunteered 


: ; ; 
THE SILENT DISPLAY TURNTABLE the theory that the average woman does not * FLORIDA 


INDOLA have a figure of the type seen in display 
Capacities 600, 1200 and 2500 pounds. | mannequins and that women preter seeing ° PHILIPPINES 
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For outstanding features apparel shown as it will look on them, AVAILABLE AT YOUR 
INDOLA | rather than in a glorified form DISPLAY SUPPLY HOUSE 
8820 Sunset Bivd., Los Angeles 46, California | | Kirst prize of $200 in the national window 
| display contest sponsored by Glendale Knit Benson Company 
| ting Corp., Perry, N. Y., has been awarded ie 
@ PLEASE MENTION DISPLAY WORLD ® | to Ralph Gollahon, Shillito’s, Cincinnati, in 202 E. Pacific Coast Hwy. 
WHEN WRITING ADVERTISERS | the department store classification Long Beach 6, Calif. 
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Service! Spring! 


3 day SERVICE to Chicago, Milwaukee, 
Detroit area 

3 day SERVICE to New York, Philadelphia, 
Boston area 

6 day SERVICE to Los Angeles, San Fran- 
cisco area 

3 day SERVICE to Miami, 


orea 


NATURALIKE 


Green Grass Display Mats 


Made to order in any size 


MEMORIAL 
GRASS CO. 


521 East 7th S$#., Uhrichsville, 
Phone: Wa 2-1261 


New Orleans 


Ohio 


| 








FEATHERS 


for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 
all colors 


Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 








New Merchandise Display Kit 


FOR MODULAR DISPLAY STANDS 
Versatile, Attractive, No Tools Required 
WRITE FOR LITERATURE 


DESIGN TODAY 


P. O. 8627 CHICAGO 80, 


BOX HLL. 








SHOULDER COVERS 


Vinylite window-clear vinyl polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1” to 12” high 


[ C tt 206 MAIN PROFESSIONAL BLDG 


104 W. FOURTH ST 
ROYAL OAK, MICHIGAN 
Write for descriptive literature and prices 





All styles and sizes 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


Directory — Desk — Trade Mark Reproductions. 
— Interested in Salesmen and Jobbers — 


DISPLAY CRAFT 


PORTLAND, 


70 


Custom signs — Window — Store 


804 W. MAIN ST. 
IND. 


| Quadrangle 


Detachable Reflectors 
Easy to Change 

The Quad Easy-Tach terminal base and 
detachable reflector enables you to inter- 
change or remove reflectors wherever desir- 
able. Easy-Tach is easy to wire and sim- 
plifies maintenance. The mechanical design 
permits the socket to make positive contact 
between the electrical units of socket and re- 
flector with balanced pressure. Its switch- 
like action prevents electrical arcing and re 
lighting whenever servicing or interchang- 
ing reflectors is These discon- 
nect sockets are available with nine different 
popular standard Quad reflector designs. 
These units can be obtained with mogul or 
medium sockets at all leading 
distributors. Kor further 
Manufacturing 
(hicago 7. 


necessaf&ry. 


electrical 
details write 
Co., 32 South 
Peoria street, 


Sends Open Note 
To P-O-P Firms 


In the November issue of Hardware Re- 
tailer magazine is this advice to manufactur- 
ers concerning their point-of-purchase dis- 
play activities. It states as follows: 

“An Open Note to Manufacturers—W hat 
do you want? A reasonably sized package 
or point-of-sale display that can be used by 
10,000 to 20,000 hardware . or an 
oversized unit that satisfies your ego and 
that of the package designer but which is so 
impractical and ungainly that it can be and 
will be used by only a handful of stores? 

“For hardware packaging, it’s that sim- 
ple. When manufacturers are realistic in 
asking for a ‘fair share’ of shelf space and 
then design their units to make practical 
use of the space, they can expect widespread 
usage of their material.” 


stores . 





Bict HAS IMPRESSIVE ART 
BACKGROUND.... AS A Boy 


Fo ScnHoow PLAYS. . STu pie 
AT Ee ART STUDENTS LEAGUE. 
AND THE ART LIFE SCHOOL 
“ANP “TOOK THE FAMOUS 

ARTIST CoURsSe 

IS PRESIDENT OF THE 

ART STUriISC CLUB, is 
COLLECTOR OF PAINTINGS 

OF YOUNG CONTEMPORARY 
ARTISTS 


IN (95S WON HONOKASLE 
rable ay THE... 


NUXC'CS APHIC- -ARTS 
L. COMP ITION 
eis OILS. 


- a sel] eget a 


i t+ ‘ 


leone AT EVERY CONCEIV- 
ABLE JOB AT GIBRALTAR 
BEFORE BECOMING HEAD cF 
THE DISPLAY DIVISION ne WAS 
eet me MANAGER For, 
ALL GIBKALTAR OPERATIONS 


£-\ 


Eb FATHER ON FARM 
ENA YOUNGSTER... 





PAINTED HOLIDAY BACKGROUNDS | 


Willem 7 


VICE PRESIDENT , DISPLAY DIVISION, 


GIBRALTAR CORRUGATED PAPER Co. 
NERSEY CITY, NAV. 
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\( 


Ss 
GOLF 
POLO. 


‘ me wup 
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DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 
cellent opportunity ; permanent position. Write or phone: 
WOLF & VINE, INC. 
225 S. Los Angeles St. Los Angeles 12, Calif. 
Phone MAdison 6-4737 


Designer Artist—Must be trained 
in display crafts and have vivid 
creative imagination and originality 
for promotional and decorative dis 
plays. Also capable of doing tast 
selling sketches. Opportunity with 
expanding southwestern mtg: 
Address BOX 3 FG 
Care of DISPLAY WORLD 








WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays tor itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
and attractive position. Write or phone: WOLF & VINE, INC., 
7 Los Angeles St., Los Angeles 12, Calif. Phone: MAdison 
6-4737. 


FOR SALE Expanding display 
business serving conventions and 
industry Fastest growing city in 
Calitornia Illness 
Business has shown steady increase 
thru yrs. Fully equipped W rite 
for complete tntormation Address 


Box 3 DE, Care of Display World 


rorces sale 














Shop Foreman Wanted 


Qualified man to supervise 
wood work department for one 
of New 


display 


England's largest 


companies building 
booths, animated exhibits and 


point of sale units in volume. 


Address Box 3 AB 


Care of DISPLAY WORLD 


DESIGNER WANTED 


Long established prestige New York display manutacturer, 
expanding design department, affords unusual opportunity tor 
competent person experienced in creative design and production 
of decorative novelties, foliage units and set pieces. State 
experience and salary expected. All replies confidential. Our 
employes know of this ad. 


Address BOX 3 EF 


Care of DISPLAY WORLD 


WANTED 


Salesmen who live in the territory 
they serve (,00d opportunity with 
top lime Sorry, no 


TERO, INC. 
153 West 23rd St., New York City ll 
Phone CHelsea 2-7344-5 


jobbe rs tie ede ad 




















Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 


MADISONIA 
152 W. 25th St., New York 1, 
N. Y., Chelsea 3-1550 








LINES WANTED Experienced 
salesman, with large following 
among dept., specialty and chain 
stores, wants to represent outstand 
ing lines of props, screens, display 
settings, display novelties and/or 
exclusive imports. Covers New 
England States and N.Y. State. Ad 
dress Box 3 BC, c/o Display W orld 


MOVING OUR WAREHOUSE ... 
OUT THEY GO 


Simulated Steel Beams 
84 pieces steel beams up to 
& foot lengths, plus pulleys, 
ropes, hooks and = miniature 
workman. Steel beams of stur 
dy wood construction. Light- 
weight authentic reproduction 
with rivets. Entire lot $200.00. 


Silvestri’s Christmas 
Magic 

18 pieces including 6 animated 

units—ice walls 

fairies in excellent condition 

(,;uaranteed. Detailed informa. 


for only $1500.00 


Complete details on request. 


Write to ARMSTRONG’S 
2nd St. & 2nd Ave., Cedar Rapids, lowa 


Attention: JOE COOPER 


FOR SALE 


10 BLISS MECHANICAL 
UNITS 


“It’s Christmas In Our Town” 
and one complete Bliss me 
chanical story, “Santa visits 
the enchanted forest,” suitable 
for large teature window 


Address Box 3 CD 


Care of DISPLAY WORLD 








trees and ice 


tion on request. $7,000.00 value 








Displayman Wanted 


(One of the better department 
stores in kastern North Caro 
lina has an opening tor dts 
play and window man—Tlown 


30.000) (;,00d ~~ living 


around 


conditions—tTlop salary 


Write Box No. 893 


GREENVILLE, N. C. 





FOR SALE 
SHOWCARD MACHINE 
Model “7 by 11” complete’ with 
fonts and rack Like new; used 
only one month . cost us $271.00 

Make us an offer 
SCREEN ART STUDIOS 
102 Union Ave. Knoxville, Tenn. 











FOR SALE 
SET OF MANNEQUIN MOLDS 

Complete set of practically 
new Mannequin Molds. Chil 
dren’s and Misses. Designed 
by leading Sculptors. 

Address BOX 3 GH 
Care of DISPLAY WORLD 








ON SALE 
NEARLY NEW 
Show Card Printing 
Machines 
FOB New York City, N. Y. 


i—Line O Scribe—size 14-22 

i—Show Card Printer—Giant 
26-42 

i—Show Card Printer—14-22 


Mercantile Sales Co. 


2037 STANLEY STREET 
MONTREAL, QUEBEC 


WANTED TO BUY 


Used SILVESTRI 
Animated 
CHRISTMAS 
WINDOW UNITS 


Write 


Color Brite Display 
29 East Court Street 
Cincinnati 2, Ohio 

















USE THE 
Opportunity Exchange 


For any WANT AD 
purpose: 
e POSITION WANTED 
e POSITION VACANT 
e USED DISPLAY 
EQUIPMENT 
FOR SALE 
e REPRESENTATIVES 
WANTED 
$5.00 Per Column Inch 
CASH WITH ORDER 
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WHITE SALES, TRAVEL IN 
CHICAGO DISPLAYS 


[Continued from page 19] 


a bamboo arch that was entwined with vines 
the floor. 
drooping trom the upper right gave the feel 
Three 
quins in holding ebony cary 
migs fashions A 
bamboo table beside the arch displayed a hat. 


growing up out of grass leaves 


img of a palin tree nearby. manne: 


each window 
wore the bust set on a 
(jther accessories, including a large bamboo 
the the 
engine United Air Lines 
pedestal in the 
It held up one cornell of the poster. 
“Fun Loving Fashions with a South Sea 
\ccent tor You, Who Follow the Sun,” an 
nounced the Sign. 


lant were 
talyle \ 


plane 


placed Onl RZTASS beside 
pour 
model was set on a 


centel 


\nother display with a foreign flavor was 
Display Director Carl James 
Three tall shoji screens with 


qoric used ‘ 
of Mandel’s. 
white translucent plastic glazing were placed 
lighted from behind. Two 
mannequins the brilliant orange- 
toned Japanese fabric skirts and blouses and 


éoTl hoxe ‘ and 


wearing 


another resting on one of the colortul boxes 
in the window. The one resting 
was holding a black and white mandarin. A 
wall plaque with Japanese letters 

the QOriental-looking letters of the 
Oriental ornaments were placed on a cushion 
at the right. Colors were a tastetul, highly 
attractive combination ot orange and white. 
on the side of 
displays 


were used 


echoed 
sign. 


opposite 
four 


Ii'ven passing by 
State this 
caught the eye. 

In a black and white promotion, 
not pictured, Mr. James injected color by 
putting a pair of colored trames containing 
theater gelatins on the 
Another pair oft the 
mannequins were black and clear, the clear 
primitive Three 
mannequins, two in black dresses and one 1n 
stood amid the panels. 

li legant Footnotes Shift to the South,” 
the title of Display Director Joe 
modern shoe display for Saks Fifth 


strect, series oft 


dress 


side close to 


panels 


each 


glass behind 


part containing designs. 


a white dress 


Was 


Kreis’ 


South” in his setting was 
three wicker Oriental pro- 
staffs that looked like curvaceous 
palm trees. They were in various heights 
and were sprayed tangerine and chartreuse. 
Shoes arranged on the processional staffs 
and on the floor were in colors that would 
harmonize with and chartreuse: 
olive greens, oranges, pinks, beiges, naturals 
Cubes in the display and rear 
walls were white moire. Mr. Kreis used 
pink, green and clear white lighting. 

“Silk Is Stevens in January,” was let- 
tered in big characters on the glass in a 
series of three inter-connected silk skirt and 
jacket promotions used by Display Man- 
ager Harry Jupp of Charles A. Stevens. 
A split bamboo drop panel on the rear wall 
held a large silk-winged butterfly. Another 
butterfly was at rest on a sprig that was 
dyed to match trees in the store interior. 
A floor 


Avenue. “The 
symbolized by 
cessional 


tangerine 


and white. 


charcoal-colored 
polished stones from Japan subtly fur- 
thered the Oriental theme. The fashions 
were in olive green, oranges and yellows 
against the beige back wall. This display 
setting was used later by Mr. Jupp tor a silk 
bridal gown promotion. 

“Walk Into Spring in Flattering Pastels,” 
directed a Lytton’s winter-spring coat pro- 
motion. Chicago weather graciously pro- 
vided the winter setting outside the display 
Inside, G. C. Bowen, Lytton’s 
display manager, symbolized spring with 
molded silver daisies in two sizes. The 
daisies were fastened to the rear wall around 
a silver medallion that had a daisy for its 
center. were displayed on a 
low, glass-topped table just inside the win- 
dow, which is pictured here. 

Mr. Bowen used another similar series, not 
pictured, featuring silk that made 
use of the silver daisies on the back wall. 
were alternated with bamboo bird- 
In this display, the red and black 
were set against an olive 


arrangement of 


windows. 


Accessories 


dresses 


Daisies 
Cages. 
print 
green wall. 

Two colors were the basis for a huge Mar- 
shall Field promotion of resort fashions used 


fashions 


by Window Display Manager Virginia Pax- 
Entitled “The Venetian Blues,” and 
“The Portofino Pinks,” this dual series was 
Italian in inspiration, as were the two 
colors pervading it. 

Biggest of all displays in the series and 
headlining it was the corner window Vene- 
tian Blue display, which is shown. A frame- 
work wall of 1 by 2s topped with beige 
roots and gold gables created an airy at- 
mosphere. White tile laid on sand made 
the floor. White chairs and benches em- 
phasized the resort theme throughout. A 
flush door with gold knocker contained all 
the sign material that was needed. “Our 
Romantic Range of Resort Colorings: The 
Venetian Blues,” it stated. The fashion col- 
ors centered around an appealing shade of 
turquoise, 

Venetian Blue side windows, not pic- 
tured, displayed additional fashions in front 
of 7 foot high Italian that were 
white with aqua letters. A sign in each of 
these windows held a lady’s straw hat in 
the center. A turquoise ribbon on the hat 
illustrated the sheer beauty of the color as 
it trailed the hat’s brim and onto 
a white sign. 

The main window in the Portofino Pink 
series, not pictured, used an Italian bakery 
as a setting for its luscious pink fashions. 
Italian breads on built into the 
back wall were almost as irresistible as the 
ineluctable charm of the pink fashions. The 
words “Panificio,” the making of bread, and 
“Biscotti,” biscuits, were lettered over the 
breads. One mannequin was about to enter 
the bakery by a string-screened doorway. 
A dark, shaggy goat wearing a black derby 
with flowers in it next to the other manne- 
quin added a touch of whimsy and made the 
fashions even more attractive by 
comparison. A sign read, “The Portfolio 
Pinks As Bright and Tasteful as the Italian 
Town Itself.” 

Separate windows, not shown, presented 
Venetian Blue and Portofino Pink accessor- 
ies with Italian resort props like a chair, 
an oar and baskets displayed prominently 


son. 


posters 


across 


shelves 


seem 
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This advertiser's index is provided as an additional service. The publisher does not assume any liability for errors or omissions. 
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Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 


Here you see the grown-up version of a Showcard Machine that was a big 


hit right from the start. 


The original Signmaster was built to be a speed demon... to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we've taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 


of layout, same cast steel construction backed by a 5-year guarantee 


veSTIGATE 
BEFORE YOU 
INVEST 
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PLY-VENEER jg a made-to-order panel 
material for displays, signs and exhibits. Smooth 
tan or white linerboards are laminated to both 
sides of a tough wood veneer core to form a 
strong, light-weight panel that can be sawed, 
die-cut or bent. Surfaces can be painted or printed 
beautifully. The complete display pictured above 
is made of Ply-Veneer... from intricate cut-outs 
to the sturdy backing panel. 


Weyerhaeuser 


PANEL PRODUCTS 


* 


TED WEYTE®X hardboard was 
chosen for this hardware display because of its light har- 
monizing color, its tough, mar and dent-resistant surface 
and its ability to hold loaded fixtures without breakout. 
Standard Weytex was used in the signs because panels are 
easy to paint and have excellent “hold-out.”’ 


All Weyerhaeuser panels are manufactured under rigid quality 

control standards to insure top performance, easy workability and 
cost-saving construction. For more information on Weytex and Ply-Veneer 
specifications and suggested display applications, write: Silvatek 

Products Division, Weyerhaeuser Timber Company. 
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